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The A. N. A. says that 23.7 per 
cent of the advertisers use color be- 
cause of added attention value and 
12.7 per cent because of its psycho- 
logical effect. Whose psychology, the 
president’s? 

+ + * 


Henry C. Lytton, of the Hub, 
Chicago, predicts that men will soon 
be wearing open-necked shirts ex- 
clusively. Mr. Lytton evidently 
doesn’t care how soon his neck-tie 
buyer gets a new job. 

~ * 7 


Experts say that following a lot 
of investigation of better methods, 
the street railways are planning to 
do a come-back. Yeah, and they'll 
probably sneak up on us on rubber 
tires. 

* * * 


Auburn salesmen, it is reported, 
“can take it on the chin and come 
back for one more shot.” With a 
Cord? 


* * * 


Prof. Jim Young, of the Univer- 
sity of Chicago, grades his adver- 
tising students on the basis of actual 
results from their campaigns. Isn’t 
this a rather dangerous precedent 
for an agency man to establish? 

* * * 


Florence Dart won a prize for de- 
scribing advertising as an art, sci- 
ence and business. Sure; when the 
salesman lands the order, it’s art; 
when the research department does 
its stuff, it’s science, but not until 
the ads are published—and paid for 
—is it actually business. 

* * * 


At last advertising has solved the 
mystery of Pepper Martin’s marvel- 
lous playing in the world’s series. It 
was all due to Vitalex, Pepper says 
in the ads, and of course he ought 
to know. 


* * * 


Judging from the way Pepper mis- 
treated Mickey Cochrane, the Ath- 
letics’ catcher, in the series, it looks 
as though Connie Mack ought to 
order a case of Vitalex for Mickey 
right now. 

* * * 


Walter Winchell, testifying with- 
out charge in behalf of pocketwear 
(hankies to you), says he prefers 
Boulevard even on Broadway. 

* * * 


Lux, a movie investigator insists, 
profited from a tie-up whereby the 
product was shown in a scene where 
a dog was being given a bath. But 
how did he manage to crowd the 
beautiful movie actresses out of the 
picture? 

* + * 


After listening to the economists, 
professional and amateur, presenting 
the only correct cures for business 
depressions, the innocent bystander 
concludes that what this country 
really needs is a good three-cent 
nickel. 


= * * 


“Get rid of ugly pimples.” 
Are there other kinds? 


ok * * 

In choosing a hat, the New Yorker, 
We are told, “is cynical, finical, al- 
most clinical.” So, regardless of sal- 
ary or gallery, it must be a Mallory. 


Copy Cus. 


IMPOSSIBLE TO 
REDUGE RATES, 
"TRIPP ASSERTS 


Suggests Other Ways to Trim 
> - Expenses 


Chicago, Oct. 22—In a spirited 
address which moved his audience to 
frequent applause, Frank E. Tripp, 
general manager of the Gannett 
Newspapers, told the Newspaper 
Advertising Executives Association 
Tuesday that a reduction in news- 
paper rates is not possible and would 
not solve the problems of adver- 
tisers. 

He expressed the opinion that 
eventually both news and advertis- 
ing must be condensed to less than 
their present bulk, so that readers 
will not be compelled to “carry a 
carload of paper home with them in 
the evening.” 

“Advertisers who are sincere in 
their insistence that advertising ex- 
pense must be reduced can cut their 
costs without difficulty,” asserted 
Mr. Tripp. “The answer is in the 
use of smaller space, intelligently 
filled by thoughtful writers who are 
well paid for their brains. Their 
attack upon the rate structure of 
newspapers is neither sound nor 
safe. 

“I look forward to the day when 
every newspaper reader will pay five 
cents for his daily paper, and when 
the advertiser will pay much higher 
rates and a penalty for using large 
space.” 

Mr. Trip made a warm defense of 
the existing newspaper rate struc- 
ture. He said one group of papers 
showed a production increase of 30 
per cent in 15 years. In spite of 
heroic efforts to pare costs, another 
increase of 1.9 per cent was reg- 
istered in the last year. All of these 
increases were in the name of more 
efficient service, Mr. Tripp said, nec- 
essary if the newspaper meets its 
public trust. 


Basis for Judgment 


“A newspaper is not an inanimate 
piece of paper with some ink 
smeared on it,” he continued. “It 
should be judged as a service—a na- 
tional service of greater importance 
today than at any time since the 
signing of the Declaration of Inde- 
pendence. 

“Newspaper publishers are in only 
one business and they have to stick 
to that business. There is little op- 
portunity for the exercise of econ- 
omies. The publisher cannot turn 
from silk to rayon, or from copper 
to tin. A newspaper has to be good 
all the time. 

“This depression is not a local 
show. News is no longer local. It 
never cost more to produce a good 
newspaper than today. The neces- 
sity for good newspapers is greater 
than ever before. The cost of ad- 
vertising is too low, rather than too 
high, and some day it will be much 
higher.” 

Mr. Tripp suggested that news- 
papers are a great force for sanity 
in public thinking, that the country 
is indebted to them on this score, and 
that no greater harm could befall 
the nation than attacks on rates 
which might result in impairing the 
independence of the press. 


Chicago, Oct. 22—Ralph Starr 
Butler, vice-president in charge of 
advertising for the General Foods 
Corporation, New York, presented 
the case against competitive adver- 
tising copy of a destructive char- 
acter, at an overflow meeting of the 
Chicago Advertising Council today, 
urging advertisers and advertising 
agents to give attention to a condi- 
tion which he regards as serious. 

In his address, which was heard 
by the directors of the Audit Bureau 
of Circulations as guests of the Coun- 
cil, as well as several hundred repre- 
sentative advertising men and wom- 
en, Mr. Butler warned the adver- 
tising field that destructive adver- 


tising may have the effect both of | 


disgusting the public and of hasten- 
ing governmental regulation of ad- 
vertising. 

He said he may be in the minority 
on this subject, many honest men 
disagreeing with him. But he is 
convinced the current situation con- 
tains so much of danger that the 
subject should be fully and freely 
discussed to develop an informed 
opinion in the advertising business. 
Only in that way can ideas be crys- 
tallized and effective corrections of 
the situation applied, he said. 


Asks Quick Action 


In approaching his subject, Mr. 
Butler agreed that competitive copy 
has been encouraged by difficult busi- 
ness conditions under which demand 
for sales is increased and almost any 
copy appeal which promises more 
business is likely to be approved. It 
is possible, he admitted, that ulti- 
mately the situation will correct it- 
self, with an improvement in busi- 
ness conditions, but he urged adver- 
tising not to wait for this to happen. 

There is no argument on the nec- 
essity of truth in advertising, he 
said. Practically everybody has been 


Warns Advertisers 
To Turn Back from 
Competitive Copy 


SOUNDS TOCSIN 


aiph Starr Butler 


converted to the idea that truthful 
copy should be employed, but Mr. 
Butler is afraid some of the con- 
verts have backslid. 

In some cases it appears that 
advertisers are substituting imagi- 
nation for facts, and that honest men 
are permitting their own belief in 
the efficacy of an advertising appeal 
to determine the copy, rather than 
the veracity of the facts stated in 
the appeal, he said. 

It then becomes a case of the 
crowd following the leader, and of 
crowding the advertising pages with 
appeals which are obviously ques- 
tionable. Under those conditions 
there is danger that the public will 
question the veracity of advertising 
as a whole, with the result that ad- 


(Continued on Page 14) 


competitors. 


by R. H. Macy & Co. 


Nebraska Farmer, secretary. 


Last Minute News Flashes 


N. Y. Department Stores Adopt Resolutions 
(Further Details on Page 3) 


New York, Oct. 23 (By wire)—Thirty department stores yesterday 
approved fair play advertising standards proposed by the Better Business 
Bureau. Statements reflecting on prices, service or merchandise of other 
stores were held unfair, as were those announcing a policy of underselling 


The resolution, adopted and sent to retail advertisers, was not signed 


Now Lincoln Has Women’s Advertising Club 


Lincoln, Neb., Oct. 22—The Adrix Club has been formed here with 
Nanki Field, of the Lincoln Telephone Co., as president, and Anne Rankin, 


Standard Farm Papers Change Set-Up 


Chicago, Oct. 23—Effective Jan. 1, the five Mid-West members of 


the Standard Farm Papers will form their own sales organization as 


Mid-West Unit Farm Papers, with C. L. Burlingham as Western manager 
and W. R. Downing Eastern manager. 


Get Injunction in Colored Gasoline Ban 


Denver, Colo., Oct. 23—The Derby Oil Company obtained an injunc- 
tion to prevent the State oil inspector from enforcing his ban on all 


colored gasoline, except ethyl. 


WILL MAINTAIN 
EFFICIENCY OF 
A.B. C, SERVICE 


Special Assessment Will Be 
Made, if Needed 


Chicago, Oct. 23—Members of the 
Audit Bureau of Circulations, which 
closed its 18th annual convention to- 
day with the largest attendance in 
its history, 1208, decided that in 
spite of the depression and the con- 
sequent need for economy, the effi- 
ciency of the service must be main- 
tained even if a special assessment 
upon members becomes necessary. 

The financial condition of the bu- 
reau was the chief feature discussed 
in the annual report of President P. 
L. Thomson, of the Western Electric 
Company, who frankly presented the 
need for increased revenue along 
with the special efforts which are 
being made in the direction of more 
efficient, economical operation. 


One of the results of the present 
study of A. B. C. activities in be- 
half of economy may be the simplifi- 
cation of report forms. In a number 
of the divisional meetings the pos- 
sible elimination of a great deal of 
material now shown on the reports, 
but regarded as largely unnecessary, 
was discussed, and the board of di- 
rectors will consider changes along 
this line. 

S. E. Thomason, publisher of the 
Chicago Daily Illustrated Times, 
who spoke yesterday on the subject, 
“99 8-10 Pure,” raised an issue 
which was also disposed of by reso- 
lution at today’s closing meeting. He 
referred to the fact that only 1.2 per 
cent of the newsdealer circulation of 
Chicago evening papers was found 
to remain in the hands of dealers 
unsold, this figure being based on 
A. B. C. investigation. 


Raises New Issue 


In asking that the A. B. C., which 
has refused to furnish the news- 
papers with the sources of its infor- 
mation, on the ground that it is con- 
fidential, supply the names of those 
furnishing the data, Mr. Thomason 
raised the general issue of how far 
the A. B. C. should go in withhold- 
ing evidence of all kinds, affecting 
the quantity and character of cir- 
culations, from the publishers. He 
contended that they have a right to 
it. 

Marco Morrow, of the Capper pub- 
lications, chairman of the resolutions 
committee, presented the following 
resolution on this subject, which was 
adopted: 

“When an audit shows variations 
from the figures in publishers’ state- 
ments, it is the duty of the Bureau 
to give to the publisher full infor- 
mation in detail for a thorough and 
satisfactory investigation as to when 
and why deductions were made, but 
that does not mean that the A. B. C. 
must necessarily furnish the source 
of information. 

“The publisher in such cases has a 
right to appeal to the managing di- 
rector, and in case of an unsatisfac- 
tory outcome has the right to appeal 
to the board of directors, which may 
at its discretion refer the matter to 
the advisory committee of his divi- 
sion, which shall sift the facts and 
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ADVERTISING AGE 


October 24, 1931 


recommend a decision to the board 
of directors.” 

Mr. Thomson, who was the recip- 
ient of a rising vote of thanks for 
his fine work as president of the A. 
B. C., was re-elected president by 
the board of directors, and other 
officers were also renamed. They are 
F. R. Davis, General Electric Com- 
pany, and S. R. Latshaw, Butterick 
Publishing Company, vice-presi- 
dents; T. F. Driscoll, Armour & Co., 
Chicago, secretary; E. R. Shaw, 
Power Plant Engineering, Chicago, 
treasurer. 

O. C. Harn, managing director, 
was confined to his home by illness, 
and was unable to attend the meet- 
ing. A resolution of regret was 
adopted by the convention. 


Elect New Directors 


Directors representing the vari- 
ous groups were elected for two 
years to fill vacancies caused by ex- 
piration of terms, and these were 
named as follows: 

Advertisers: Stanley E. Baldwin, 
Willard Storage Battery Company 
Cleveland; S. E. Conybeare, Arm- 
strong Cork Company, Lancaster, 
Pa.; F. R. Davis, General Electric 
Company, Schenectady, N. Y.; T. F. 
Driscoll, Armour & Co., Chicago; 
Felix Lowy, Colgate-Palmolive-Peet 
Company, Chicago; Guy C. Smith, 
Libby, McNeil & Libby, Chicago; P. 
L. Thompson, Western Electric Com- 
pany, New York. 

Advertising agencies: Frank J 
Hermes, the Blackman Company, 
New York. 

Business papers: E. R. Shaw. 
Power Plant Engineering, Chicago. 

Farm papers: W. C. Allen, Dakota 
Farmer, Aberdeen, S. D. 

Magazines: S. R. Latshaw, But- 
terick Publishing Company, New 
York. 

Newspapers: John Cowles, Des 
Moines Register and Capital-Trib- 
une, Des Moines, Ia., and Howard 
Stodghill, Louisville Courier-Journal 
and Times, Louisville, Ky. 

In his annual report, Mr. Thom- 
son called attention to an operating 
deficit of $53,968, based on the 
largest volume of work in the his- 
tory of the bureau. Rising costs of 


RE-ELECTED 


| 
| 


| 


P. L. Thomson 


Director of Public Relations, 
Western Electric Co., and president 
of the A. B.C. 


carrying on auditing operations, plus 
the cost of an advertising campaign, 
were responsible for the deficit. 

“Essentially the organization is 
in a sound condition,’ Mr. Thomson 
said. “It has the best management 
and the best trained force in its his- 
tory. It is equipped to render what- 
ever service the members demand. 
But they must pay what it costs.” 

Indicating the volume of work 
done during the year, Mr. Thomson 
reported that 1523 audits were re- 
leased, against 1439 a year ago. The 
average number of auditors was 54, 
compared with 50.5 in 1930. The 
present staff consists of 56 regular 
auditors, three outside investigators 
and five men in training. 

The membership, due to business 
conditions, is now 1,950, compared 
with 2,003 a year ago. 

Some interesting information re- 
garding circulation audits abroad 
was contained in the report. The A. 
B. C. has received applications for 


STILL 
GREATER 

FARM 
LEADERSHIP 


531,236 
749,445 
1,043,940 


Silver Seal Is 


Kelvinator Hook 
Detroit, Mich., Oct. 22—The 
Kelvinator Corp., has launched 
a Silver Seal campaign to run 
to Dec. 24. 

The Silver Seal is a special 
name-plate which screws on 
each refrigerator sold between 
now and Christmas, under 
which will be engraved “To 
Mother from Dad,” or any 
other desired line. 


Now The Farm Journal is still more 
dominant in the farm market—for 
the farm circulation of The Farm 
Journal has increased while that of 
the second paper decreased. 


The Farm Journal now reaches: 


COUNTRY GENTLEMAN 
S7tCC SSFUL FARMING 
THE FARM JOURNAL 


CAPPER’S FARMER 
vuenitY HOME 


— nearly 40% more farm families 
than the next two publications 
—70% more than the fourth 


—nearly double the fifth 


These data are based on R. F. D. 
circulations, proved accurate relative 
guides. That is—a farm magazine 
with half or two-thirds the R. F. D. 
of another has about half or two- 
thirds as much farm circulation. 


¢ ¢ + + 


+ & 


A publication’s domi- 
nance in its group is 
proof of quality, char- 
acter_and__ particular 


appeal to the class of 
readers for whom these 


The Farm Journal is particularly publications are edited, 
valuable to advertisers at the present the erest uncocn val 
time due to the especially favorable 

position of the more eastern farmers. ¢ ¢ 


ATLIENAL 
The Farm [ournal 


NEW YORK- PHILADELPHIA - CHICAGO 


membership from three Cuban week- 
ly magazines and two Cuban daily 
papers, tollowing action by the con- 
vention in 1930 making publishers in 
the West Indies and Mexico eligible. 

Holland, Denmark and Australia 
now have audit bureaus of their 
own, Mr. Thomson said, and in 
Switzerland, France, Germany and 
Argentina movement for similar 
service is under way. An audit bu- 
reau in England is ready to start 
operations January 1. 

“This bureau,” said Mr. Thomson 
in closing, “is dedicated to the mu- 
tuality of interest between those who 
have circulation to sell and those 
who. buy it for its value in the mar- 
keting of their products, It is, in ef- 
fect, the right arm of publishing as 
well as advertising, and as such it 
merits the support of all who are 
interested in the useful development 
of both.” 

Thomas H. Beck, president of P. 
F. Collier & Son Company, and vice- 
president of the Crowell Publishing 
Company, New York, made an in- 
teresting and witty talk on the sub- 
ject of “To Know Your A B C’s” at 
the Thursday morning session. 

He said that while the A. B. C. 
was organized at the insistence of 
advertisers, it is now necessary for 
the publisher to resell the idea to 
space buyers, in getting them to 
make proper use of all the informa- 
tion contained in the reports. 

He compared the A. B. C. report 
with a chemical analysis, and de- 
scribed his efforts as a soap sales- 
man years ago. Many times, he 
said, he found buyers who were not 
interested in knowing the chemical 
contents of the soap they bought, 
and hence paid for water and other 
material at soap prices. 


Analyze Report 


Mr. Beck presented a number of 
charts which carried out this anal- 
ogy, and analyzed the various pages 
of an A. B. C. report on magazine 
circulation to emphasize the fea- 
tures which should be looked for, 
such as the territorial distribution, 
terms of subscriptions, etc. He urged 
advertisers to know the publishers 
of the mediums in which they are 
represented, so as to be familiar 
with their ideas, ideals and records 
in the publishing business. 

In discussing advertising rates, 
Mr. Beck suggested that before hor- 
izontal reductions of all publication 
rates are demanded, the advertiser 
study A. B. C. statements and ad- 
vertising rates and determine values. 

“It is quite possible,” he said, 
“that the advertiser who is demand- 
ing the liquidation of rates will find 
that some publications have been 
liquidating them over a long period 
of years.” 


Canadian Pacific to 
Kenyon & Eckhardt 


The Canadian Pacific Railway Co. 
has appointed Kenyon & Eckhardt, 
New York, to direct its steamship 
sdvertising in the East and Middle 
West. 

The Chicago office of Ruthrauff & 
Ryan, which is now handling the 
reil advertising in its territory, will 
represent the New York agency for 
steamship copy. 


Six Agencies Join 
Circulation Audit 

The J. Walter Thompson Com- 
pany was the fitst agency to apply 
for membership in the new Con- 
trolled Circulation Audit, Inc., New 
York. 

Other new agency members are 
the G. M. Basford Co.; Batten, Bar- 
ton, Durstine & Osborn; Kenyon & 
Eckhardt, Rickard & Co., and Young 
& Rubicam, all of New York. 


DESCRIBES MENACE 


Max A. Berns 


WESTERN AGENTS 
WILL CONDENSE 
MARKET DATA 


Chicago, Oct. 21—The Western 
Council of the American Association 
of Advertising Agencies, meeting 
here today, approved a plan for com- 
piling market data sheets for the 
exclusive use of members, which will 
condense data heretofore obtained 
from the forms of the several news- 
papers in a market. 

Among those taking a leading 
part in the discussions of the media 
group, of which E. Ross Gamble, 
Erwin, Wasey & Co., Chicago, is 
chairman, were C. D. Newell, chair- 
man of the board, and John Benson, 
president, American Association of 
Advertising Agencies; Joe Hartigan, 
Campbell-Ewald Co., Detroit; George 
Pearson, J. Walter Thompson Co., 
Chicago; and Frank Avery, McJun- 
kin Advertising Co., Chicago. 

Considerable time was devoted by 
the media group to a discussion of 
the criticism which has been di- 
rected against the Daniel Starch 
survey. After Mr. Benson had ex- 
plained the method of conducting 
and checking the survey, members 
agreed the procedure was as accu- 
rately planned as is possible. 


Seek Premium Data 


The agencies declared in favor of 
alterations in the A. B. C. newspaper 
form which would throw more light 
on premium circulation. 


Satisfaction was expressed with 
the recent St. Louis newspaper sur- 
vey. 

The task of compiling collective 
data on individual markets is to be 
handled by having each member do 
a certain number of cities. The re- 
ports will be assembled in New York 
and a compiete set distributed to 
each member. 


The purpose is to provide a quick 
comparison of advertising costs in 
different markets. Data will be ob- 
tained from newspapers’ surveys, 
A. B. C. forms and other references. 
It is believed the forms will be par- 
ticularly useful in choosing cities 
for test and spot campaigns. 


The radio group, over which H. O. 
Morris, McJunkin Advertising Co., 
Chicago, presided, named a commit- 
tee headed by R. G. Timmerman, 
Charles Daniel Frey Co., Chicago, 
to report on the Crosley survey and 
to work with those in charge in de- 
vising methods of obtaining informa- 
tion needed by radio advertisers. 

This group also approved a plan 
to be presented to the National As- 
sociation of Broadcasters at its con- 
vention in Detroit Oct. 26-28 by Mr. 
Benson, the accevtance of which will 
introduce a new method of co-op- 
eration between that body and the 
Four A’s. 


Artists Merge 


Fred Meinzinger and Frank Quail, 
Detroit, have merged as Meinzinger- 
Quail, Inc., with studios in the Gen- 
eral Motors building. 


BUY-AT-HOME 
CRUSADES SEEN 
AS NEW THREAT 


Berns, Sheaffer Address Major 
Market Newspapers 


Chicago, Oct. 22— Buy-at-home 
movements have made far greater 
progress than is generally supposed, 
Max A. Berns, advertising manager 
of the Universal Atlas Cement Co., 
told Major Market Newspapers, Inc., 
today. 

With W. A. Sheaffer, fountain pen 
magnate, Mr. Berns spoke at the 
luncheon which featured the annual 
meeting of the newspaper organiza- 
tion. Members of the Newspaper 
Representatives Association were 
guests of the publishers. 


Mr. Berns pointed out that the 
movement exists in 50 per cent of 
the states at present and that in 
some it has official backing. In IIli- 
nois, a Buy-in-Illinois Commission 
has been created and financed by 
legislative act. 

In Pennsylvania state departments 
have been forbidden to buy any sup- 
plies manufactured outside the state, 
unless they cannot be secured from 
state industries. Iowa has levied a 
tax of five cents a pound on vege- 
table shortenings. 


Mr. Berns expressed his surprise 
that only one newspaper, the Mem- 
phis Commercial Appeal has com- 
batted the situation editorially. 


Sheaffer Methods 


Mr. Sheaffer suggested that news- 
paper men study the relationship 
between successful advertisers and 
the means they employ to insure 
dealer co-operation. 

His own company, which is the 
largest newspaper advertiser of 
fountain pens, depends on its deal- 
ers to sell a $10 product against a 
number of competing pens at a 
lower price. 


“The greatest handicap imposed 
on the newspaper advertiser of a 
specialty at present,” said Mr. 
Sheaffer,” is the incomplete color 
coverage and its prohibitive cost. 

“Black and white does well enough 
for the advertiser of women’s 
dresses and golf clubs. These prod- 
ucts are always in demand, and the 
advertising will be read as a matter 
of course. 

“The advertiser of a specialty such 
as a fountain pen has the problem 
of creating advertisements which 
will be read because of their beauty, 
which will stimulate desire, and, 
lastly, so impress the reader that 
the product will be remembered at 
the time of purchase. It is too big a 
job to do without the help of color.” 

All officers and directors of Major 
Market Newspapers, Inc., were re- 
elected unanimously and _ without 
discussion. George M. Burbach, ad- 
vertising director of the St. Lowis 
Post-Dispatch, is president; Harry 
T. Watts, business manager of the 
Des Moines Register and Tribune, 
first vice-president, and Leslie M. 
Barton, managing director, secre- 
tary-treasurer. 


The directors are Col. L. W. Her- 
ron, Washington Star; J. Russell 
Knowland, Jr., Oakland Tribune; 
Col. Frank Knox, Chicago Daily 
News; William L. McLean, Jr., Phil- 
adelphia Bulletin; Herbert Ponting, 
Detroit News; E. E. Robertson, 
Kansas City Star; W. F. Schmick, 
Baltimore Sun; John F. Tims, Jr., 
New Orleans Times-Picayune; 
Frank E. Tripp, Gannett Newspa- 
pers, and Harvey R. Young, Colum- 
bus Dispatch. 


Sullivan in New Post 


Timothy Sullivan has left the 
artist’s service department of the 
National Broadcasting Co. to join 
the radio staff of McCann-Erickson, 


Inc., New York. 
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ADVERTISING AGE 


SIGN TRUCE IN 
RETAIL BATTLE 
IN NEW YORK 


Department Stores Still Ask 
Censorship 


New York, Oct. 22—Efforts of 
leading department stores, competi- 
tors of R. H. Macy & Co., to force 
the newspapers to edit Macy’s copy, 
have failed. A number of leading 
stores which have been out of the 
Times and the Sun returned to those 
publications this week. 

The situation, however, is not set- 
tled, the department stores still de- 
manding that the newspapers censor 
objectionable copy of a competitive 
character. The position of the news- 
papers is that the retailers should 
set up their own standards and ex- 
ercise their own disciplinary meth- 
ods, rather than expect the publish- 
ers to do it for them. 

The match which touched off the 
latest explosion was the publication 
by Macy’s of a number of 200-line 
advertisements, scattered through 
the newspapers which it used, head- 
ed, “Read Our Competitors’ Ads.” 
Then followed the statement that 
Macy undersells by 6 per cent stores 
which do not sell for cash. 

The appearance of the advertis- 
ing, which ran in many newspapers 
other than the Times and the Sun, 
resulted in almost immediate in- 
structions to those two publications 
to omit the copy of Gimbel’s, Lord 
& Taylor, Saks-Fifth Avenue, Saks- 
34th Street and others. The adver- 
tising was out, or reduced to skele- 
ton proportions, for about ten days. 

The only concession which Macy’s 
has made has been a slight modifi- 
cation of the statement of policy 
which it includes in all of its adver- 
tising. The copy as it is now pub- 
lished is as follows: 

“It is Macy’s policy to endeavor 
to undersell, by at least 6 per cent, 
the marked prices of others who do 
not sell exclusively for cash.” 

The material formerly run added 
that Macy’s is not infallible, and 
that sometimes the price is out of 
line until Macy’s shoppers report 
the facts. It is not generally agreed 
that the omission of the qualification 
has weakened the statement. 

Newspaper executives point out 
that many other department stores 
use comparable statements, such as 
Gimbel’s, “We will not be under- 
sold.” 

The department store advertising 
situation in New York is of interest 
to national advertisers because of 
the increasing pressure of competi- 
tive advertising, as well as the ap- 
parently demonstrated power of ad- 
vertising featuring price. 


Macy Case Discussed 


by Louis Fairchild 


Pittsburgh, Pa., Oct. 22—The fa- 
mous Macy - versus - the - field New 
York controversy was discussed by 
Louis Fairchild, news editor of the 
Fairchild Publications, in an address 
before the Research Bureau for Re- 
tail Training yesterday. 

“Charges of one kind or another 
were brought against Macy’s, against 
the newspapers and against the 
other stores,” commented Mr. Fair- 
child. “But only the stand of the 
New York Daily Mirror was both 
definite and public. 

“Other papers are reported to 
have refused the Macy 6 per cent 
advertising in unedited form, but 
none will admit it. 

“It is a moot question as to who 
won the victory, if one is to judge 
by the comparatively little attention 
given by Macy to its 6 per cent re- 
iteration in the recent weeks follow- 
ing the climax of the situation. 


Macy Copy Produces 
“Regardless of the pros and cons 
of the discussion, the fact remains 
that Macy’s advertising, like its 


NEW PRESIDENT 


Martina Gilchrist, who has 
been elected chief of the 
Women’s Advertising Club of 
Pittsburgh. 


merchandising, is creative and there- 
fore productive. 

“Whether the continuance of its 
policy of 6 per cent under competi- 
tion really is essential to the success 
of that business, no one knows, but 
it would seem clear that Macy’s can- 
not exist as the only store in New 
York, nor as the only advertiser. 

“The problem comes down, there- 
fore, to the ancient struggle be- 
tween the greatest good for the 
greatest number, and the survival of 
the fittest. The shortly expected re- 
port of the Federal Trade Commis- 
sion may clear the atmosphere.” 

Retail advertising might well be 
patterned after national copy which 
makes an appeal to the emotions, 
Mr. Fairchild believes. 

Such advertising is rare in retail 
circles, although a few leaders are 
doing it, he said. 

“One Boston store sold more cor- 
sets in one day in April than it 
usually sold in several weeks,” con- 
tinued Mr. Fairchild. 

“This advertisement used for its 
text the fact that June was only 45 
days away, that women then would 
be swimming, and on the beach their 
hips would be exposed. It then went 
on to suggest that ‘now is the time 
to get your figures in shape. Take 
care of your hips.’ 

“Thus fear and pride were ap- 
pealed to, and this was more com- 
pelling to many women than were 
style appeal or quotation of price 
and color of the garment. 

“That advertisement gave women 
a good excuse to buy a new corset, 
and a good reason to the husband 
or other family for buying it, which 
also is an important but often 
neglected consideration. 

“For so many men and women 
buy merchandise for themselves and 
are satisfied with it at the time, but 
when the merchandise reaches their 
homes and is inspected by the family 
it does not meet full approval.” 


Large Contract For 


Screen Broadcasts 


The largest order even given a 
color film company for advertising 
films was announced this week by 
William Johnson, president of the 
Theatre Service Corp., New York. 

The contract was placed with 
Screen Broadcasts, subsidiary of the 
Theatre Service Corp., for techni- 
color films to be shown in 3,000 
Publix theatres. 


“Motor Boat” Sold 

Motor Boat, formerly published by 
National Trade Journals, Inc., has 
been purchased from the Neyoci 
Corp. by the Roy Press, New York. 
William B. Rogers, Jr., who has 
been with the paper 20 years, con- 
tinues as editor and general man- 
ager. Frank A. Smith will be west- 
ern representative, while G. R. Van 
Kampen will handle eastern adver- 
tising. 


Tobias Opens Office 
M. E. Tobias, formerly with the 
Rice-Stix Merchants’ Service Bu- 
reau, St. Louis, has started the 
Ridgway Company, Advertisers, at 


1901 Locust St., St. Louis. 


RULING HITS AT 
ROLL YOUR OWN 


New York, Oct. 22—The Bureau 
of Internal Revenue has struck a 
blow at roll-your-own cigarette dem- 
onstrations by uncovering an ancient 
ruling forbidding the manufacture 
of tobacco products on other than 
licensed factory premises. The Bu- 
reau has advised all collectors to 
enforce this provision. 

George E. Garv, vice-president of 
the Brown & Williamson Tobacco 
Corp., manufacturer of Target to- 
bacco and cigarette-rolling machines, 
said the company will meet the rul- 
ing by using some other material 
than tobacco in demonstrations of its 
machines. 

“It is our purpose to abide by the 
letter of the new ruling,” he said, 
“although by strict interpretation, it 
prevents anyone from rolling a ciga- 
rette either by hand or by machine 
in a place where cigars or cigarettes 
are sold, a technicality every roll- 
your-own smoker has violated for 
years. 

The Commissioner of Internal 
Revenue’s notice said in part: 

“A person may make cigars or 
cigarettes for his own consumption 
without incurring liability under the 
Internal Revenue laws, provided he 
does not make them within the 
bonded premises of a cigar or ciga- 
rette factory or on premises where 
such articles are sold, and neither 
sells nor gives away such cigars or 
cigarettes (Art. 62, Regulations 8). 

“Cigarettes which are made in any 
demonstration of the use of a ma- 
chine for ‘rolling your own’ ciga- 
rettes, numbers of which have re- 
cently been put on the market, are 
clearly not for personal consumption 
of the maker. 

“Therefore, it is ruled that ciga- 
rettes may be manufactured during 
the demonstration of any machine 
for making one’s own cigarettes only 
in certain described premises.” 


Detroit Agency Adds 
Three to Its Staff 


Three new account executives 
have been added by the Grenell Ad- 
vertising Agency, Detroit. 

They are John W. Taylor, who 
operated his own agency for six 
vears: W. S. Waring, formerly with 
the Tri-State Advertising Agency, 
Toledo and C. B. Keemer. who has 
been in the industrial field. 


“Must Learn All Over,” 
Stiner Tells Club 


Need for re-education of Amer- 
ican business men was stressed by 
Ernest W. Stiner, former vice-presi- 
dent of the A. C. Nielsen Co., Chi- 
cago, in addressing the Advertising 
Club of Des Moines this week. 

W. H. McGenty, governor of the 
Eighth District, attended. 


Open Permanent 


Exhibit of Foods 
A permanent exhibit of methods 
of producing, preserving and dis- 
tributing foods has been opened by 
the New York Museum of Science 
and Industry in the Daily News 
Building. 
Many food authorities served on 
the advisory committee in charge. 


Largest Ship Will 
Be Lanuched Dec. 5 


The Manhattan, largest American- 
built ship, will be launched by the 
United States Lines at Camden, 
N. J., Dee. 5. 

The William H. Rankin Co., New 
York, is handling publicity for the 
event. 


Brake Lining Maker 


Increases All Wages 
Every employe of the S. K. Well- 
man Co., brake-lining manufactur- 
ers of Cleveland, has been granted a 
wage increase of 15 per cent. 
The Associated Press put the good 
news on the wire. 


Joins “Melliand” 


Edgar Sinnock has become West- 
ern representative in Chicago for 
Melliand Textile Monthly, New 
York, and has joined Robert Farn- 
ham in forming Selective Business 
Publications. 


INO. 4 Gs & ween 


THE GUY IN 
THE TOP HAT 


Some architects do it by wearing morning pants and 


spats and a cane. Others do it by working up such a 


? 


knock-out of a plan, you can’t turn it down. In any 


event when the architect sells them, they’re sold. If 


“30"—— 


you can sell the 5,004 architects’ offices that subscribe 


to ARCHITECTURE the way they sell their clients, 
PSe5e5°Se5e50" 
asad aPareceDe OSD 


you won’t need to worry about steamship fares this 


winter. You can go off to Egypt or Weehawken or 


a a 


Pernambuco and let the superintendent and the ele- 


WE cw: 


vator boy and your Aunt Minnie from Oskaloosa run 


the factory. The profits from a month’s business will 


$L$L 


be enough to sink the boat off Port Said. 


ARCHITECTURE 


THE CREAM OF THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 


Publishers of ARCHITECTURE and Architectural Books 


NEW YORK CLEVELAND CHICAGO LOS ANGELES 


SAN FRANCISCO 
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5 Cents a Copy, $1 a Year 


Competitive Copy Again in the 
Limelight 


Ralph Starr Butler’s ringing at- 
tack on competitive copy of a de- 
structive character, delivered before 
the Chicago Advertising Council Oct. 
22, coincided with developments in 
the Battle of New York, involving 
the copy of R. H. Macy & Co. Thus 
on two fronts, national and local, the 
vital question of advertising copy 
limitations was again presented. 

Basically, the advertiser feels that 
he should be able to present any 
sales message which is true. On the 
other hand, an advertisement may be 
true and still be damaging to a 
whole industry and ultimately to the 
advertiser who broadcasts it to the 
public. Hence the truth of the state- 
ments is not always the only factor 
involved. 

Furthermore, who is to be the 
judge of the accuracy of competitive 
statements? - Whether the product be 
an automobile tire or a cigarette, the 
conflicting claims of competitive ad- 
vertisers can seldom be disposed of 
short of the laboratory —and con- 
stant changes in design may invali- 
date at least a part of its findings. 

Houses which like Macy’s have 
built a great business and a great 
reputation on the basis of maximum 
value represented by low prices cling 
jealously to the carefully phrased 
guarantees with which they surround 
their pricing methods. Others object, 
claiming unfair competition, and 
calling vainly, thus far, on newspa- 
pers and other publishers to protect 


them from that sort of competitive 
advertising. 

Kenneth Collins and his merchan- 
dising associates in R. H. Macy & 
Co. have apparently convinced the 
publishers who accept their copy 
that their statements regarding 
prices are substantially correct. If 
there is any element of unfairness 
in advertising this policy, the news- 
papers think it should be eliminated 
by conference among the merchants 
themselves. 

The whole situation is highly com- 
plicated, and the conflicting inter- 
ests involved are difficult to adjust. 
The great danger in endeavoring to 
secure competitive advantages 
through copy which directly attacks 
the competitor—either as to the 
quality, price or design of his prod- 
ucts—is that it will undermine the 
greatest asset which advertising pos- 
sesses—the confidence of the public. 

As Mr. Butler declared so convinc- 
ingly, business has a stake in ad- 
vertising which is greater than that 
of any single advertiser. The de- 
struction of belief in advertising on 
the part of the public, and the sub- 
stitution of the conviction that ad- 
vertising is the bunk, would be a 
calamity of major proportions. It 
would demolish a fabric which it has 
taken a generation to build up, and 
would make progress back to adver- 
tising’s present acknowledged posi- 
tion of power slow, uncertain and 
expensive. 


The Problem of Substitution 


More than 75 houses selling 
through the drug trade were repre- 
sented at a conference in New York 
last week at which the general sub- 
ject of substitution was discussed. 
The meeting, promoted by a trade 
publication, was designed for defini- 
tion and study of the problem. Com- 
mittees were formed to get at the 
facts and report possible solutions. 
Other groups are working on the 
same general subject and may come 
forward with a definite plan a little 
later on. 

National advertisers in the drug 
field are clearly concerned over the 
fact that in spite of unusual brand- 
consciousness on the part of the 
public, the ability of the retail drug- 
gist to divert trade to other brands 
is still constantly in evidence. On 
the other hand, the druggist, as re- 
cent news stories in ADVERTISING 
AGE have indicated, is not convinced 
that manufacturers of nationally ad- 
vertised brands have always played 
fair with him in price and profit op- 
portunities, and sees no reason why 
he should be sacrificed to make a na- 
tional advertiser’s holiday. 

Efforts to arouse the public on 
fighting substitution have thus far 
failed. The average consumer re- 
fuses to get excited over what seems 
to him to be a legitimate presenta- 
tion of some product which the deal- 
er recommends as cheaper or better 


than the one asked for. The per- 
sonal influence of the merchant, who 
in many cases has the confidence of 
the customer to the fullest degree, is 
usually stronger than the impersonal 
good-will for the brand built up by 
advertising. 

ADVERTISING AGE believes that the 
crux of the problem lies in recogni- 
tion of the mutual interests of the 
advertiser and the merchants who 
distribute his products. Both are in 
business to make money. Unless the 
manufacturer can induce active co- 
operation on the part of the retailer, 
based on his legitimate desire to 
make a profit through the easy and 
rapid distribution of nationally ad- 
vertised goods to consumers already 
half-sold, there will continue to be 
something radically wrong with the 
picture. 

Advertisers have an immediate 
advantage in presenting their prod- 
ucts to the trade in public accep- 
tance of a demand for their brands. 
The trouble too frequently lies in the 
assumption that the merchant is an 
automatic vending machine, instead 
of a human being, and that he does 
not need to be supplied with the 
same inducements for effort which 
actuate everybody else. Substitution 
will end when the merchant is given 
a logical basis for co-operation with 
advertisers. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


801. Measuring Farm Coverage. 

This is one of a series of promo- 
tion pieces issued by The Farm 
Journal, It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


297. A Lift to Market. 

This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which “is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


21. The Hospital Field. 

Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


303. Dealer-ized Advertising. 

George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 


303a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and fi- 
nally, readers’ response to Monitor 
advertising. 


309. “We don’t need a $30 portfolio 
to tell this story.” 

With this assertion, Futura Pub- 
lications issued a four-page folder, 
only two of which are devoted to 
promotion. The six highlights of 
the publication plan are sketched 
briefly. 


310. A feather that cannot be taken 
out of Life’s cap! 

Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per 
thousand is $5.94, instead of a 
higher rate reported. Its four-color 
rate is below, instead of above $10 
per page per thousand. 


236. How the “Review of Reviews” 
Influences Business and Com- 
munity Leaders. 

This folder, published by the Re- 
view of Reviews, New York, shows 
that 42 subscribers hold 575 direc- 
torships in 477 leading corporations. 


EDISON: ADVERTISING’S BENEFACTOR 


THIS 1s THE ERA 
OF GREAT INVENTIONS 


| sce 


ee tt iy anon) 


Tus iS A GREAT 
AGE WE LIVE iN- 
STEAM - RAIL ROADS 
TELEGRAPH - NEW 
SPINNING MACHINERY - AND 
JUST LAST YEAR A FELLOW 
BY THE NAME oF HOWE 
INVENTED A SEWING MACHINE 
— THERE WON'T BE ANYTHING 
LEFT FOR THE NEXT GENERATION 
“To inNvVENT 


— \ Don'T BELIEVE 


SEE ANOTHER. AGE 
LiKE OURS 


STILL, I SUPPOSE 
THE WoRLD Witt EVER. FOLKS THOUGHT 
Tee SAME THING 


RAS 


ee | 


—Chicago Tribune 


Voice of the Advertiser 


Photographic Posters 


To the Editor: Your Oct. 10 issue 
earried a story giving credit to 
Chevrolet for the first photographic 
poster. 

Four years ago Pacific Knitting 
Mills, of Los Angeles, featured a 
group of Hollywood motion picture 
stars in bathing suits around a pri- 
vate pool. 

This was an actual reproduction, 
in one color, of the photograph, the 
24-sheet being made by the Schmidt 
Lithograph Co., San Francisco. 


It is gratifying to know some un- 
usual things do come out of the 
West. 

CHET CRANK 
Vice-Pres., Botsford, Constan- 
tine & Gardner, Los Angeles 


Practical Experience 
Versus Psychology 

To the Editor: Your review of 
the revised edition of Scott’s “Psy- 
chology of Advertising” is interest- 
ing. It sets forth that the “negative” 
kind of illustration is likely to pro- 
duce the wrong “tone feeling.” 

In the case of the pimply faced 
young woman used by Stillman’s 
Cream, Mr. Howard argues that “in 
the case of remedial afflictions it 
seems best to emphasize the cure.” 

The theory seems logical but prac- 
tice does not bear it out. The rheu- 
matic sufferer seems to be caught 
instantly by the picture of some one 
with a similar affliction. 

I was never a young woman, but 
once in my life I was greatly em- 
barrassed by a pimply face. Every 
advertisement featuring the word 
“pimples” drew my attention like a 
magnet. Maybe an illustration of a 
clear-faced young college chap would 
have drawn my attention as well but 
I doubt it. 

Wish you could induce Mr. How- 
ard to elaborate on the following: 


“Repetition has a cumulative ef- 


Their names and business connec- 
tion are listed. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


fect. If three spaced readings of an 
advertisement will cause 300 people 
to remember it, ten readings will 
cause 2,000 or more to remember it.” 
I have yet to learn of an adver- 
tiser who can check results whose 
experience proves this theory. Cu- 
mulative effect may occur in cases 
where each advertisement is merely 
one instalment of the full story, but 
experience seems to show that each 
unit of a series of complete mes- 
sages stands on its own bottom, as it 
were, and that the fifth or tenth in- 
sertion gains nothing in added 
power from previous insertions. 
S. RoLaAND HALL 
Easton, Pa. 


* * * 


“Iron Age” Doing 
Bigger, Better Job 
To the Editor: The editorial, 
“Why Publishers Don’t Advertise,” 
was called to my attention. I think 
you are familiar with the fact that 
The Iron Age is doing a bigger job 
of advertising this year than ever 
before. We are carrying spreads in 
advertising journals and four-color 
spreads in Fortune. We also have a 
consistent direct mail campaign. 
There is no question that the pub- 
lishers should take the medicine they 
themselves prescribe and we have 
been doing it religiously for years. 
So give us a little credit, young 
fellow. 
C. S. BAUR 
General Adv. Mgr., 
The Iron Age, 
New York 


* *& * 


Editorial for Promotion 
To the Editor: Congratulations on 
the editorial, “Why Publishers Don’t 
Advertise.” It ought to do a great 
deal of good. May we have permis- 
sion to reprint it as an enclosure 
with a promotion letter? 
GEORGE H. READ 
Pres., Christian Science Monitor, 
Boston 
* * * 


Against the Law? 

To the Editor: Your Oct. 10 issue 
reported that in the Baker bar con- 
test, letters must be written on the 
inside of a label taken from a Baker 
Chocolate bar. 

Isn’t that against the lottery law? 

S. DEUTSCH 
The Fox Co., 
San Antonio, Texas 
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ADVERTISING AGE 


SAY UTILITIES 
ARE INVADING 
MANY FIELDS 


Selling Furniture, Silverware, 
It Is Alleged 


Chicago, Oct. 22—The determina- 
tion of hardware retailers to drive 
utilities out of merchandising was 
emphasized at the convention of the 
National Hardware Association by 
the applause accorded the address 
of Charles B. Schaeffer, Bunting 
Hardware Co., Kansas City. 

Mr. Schaeffer prophesied that 
more and more of the larger utilities 
would enter the appliance manufac- 
turing field, following the example 
of the Doherty interests, which he 
said own the Chapman-Stein Com- 
pany and the Columbus Heating and 
Ventilating Company. He said the 
Insull interests have acquired sev- 
eral factories. 

He pointed out that the Peoples’ 
Gas Stores, Chicago, are selling such 
merchandise as pocket knives, silver- 
ware, aluminum ware, waffle and 
pancake pans, popcorn poppers and 
29-cent toasters, and that other utili- 
ties have added such lines as furni- 
ture. 


Utilities’ Viewpoint 

Mr. Schaeffer was preceded by 
John F. Gilchrist, vice-president of 
the Commonwealth Edison Co., Chi- 
cago, who presented the utilities’ 
side of the controversy. 

Mr. Gilchrist predicted utilities 
and retailers would eventually form 
local groups to co-operate in mer- 
chandising programs. He said his 
company’s weekly sales meetings are 
open to all electrical retailers and 
contractors, and he is now at work 
on a plan whereby his company will 
buy the instalment accounts of deal- 
ers and contractors, so that the deal- 
er’s customers will not be discrimi- 
nated against in generous terms and 
convenience of payment. 

He blamed the inefficiency of pri- 
vate dealers, as evinced by their 
inability to get more than 50 per 
cent of the business, for the anti- 
utility merchandising legislation in 
Kansas and Oklahoma. 

In Illinois, he said, independent 
dealers do 70 per cent of the busi- 
ness, while in Chicago and other 
large cities, the utilities get only 15 
per cent of the appliance business. 

He pointed out that this volume 
loss was more than made up to the 
private dealers by the utilities’ sales 
promotion. 


Lists Advantages 


In addition to protection against 
merchandising losses, Mr. Schaeffer 
said the following unnatural advan- 
tages are bestowed on utilities: 

“Eighty per cent of all customers 
must pass through utility merchan- 
dising displays to pay their bills. 

“The utilities have the only com- 
plete and accurate mailing list of 
prospects. 

“They possess credit information, 
and have an advantage in that the 
instalment customer believes he must 
meet his payments promptly or suf- 
fer the discontinuance of gas and 
electric service. 

“Meter men make records of gas 
and electric appliances which a cus- 
tomer may need. 

“Salesmen for utilities are classed 
as combustion and electrical engi- 
heers, which gives them an advan- 
tage over the merchant’s represen- 
tatives. 

“Using servicing of equipment as 
an excuse, salesmen for utilities 
have access to homes at all times. 

“Representatives of utilities take 
advantage of their recognition as 
experts to condemn merchandise car- 
ried by dealers.” 


PROMOTED 


After a 
Crooker has been appointed adver- 
tising manager of the Chevrolet 


year as assistant, R. H. 


Motor Co., succeeding R. 


K. White, 
promoted. 


Nine Seizures 


Made Under New 
Food Statutes 


Washington, D. C., Oct. 22—Nine 
seizures of inadequately labeled 
canned peas and cherries aggregat- 
ing 4,500 cases have been made by 
the Food and Drug Administration 
under the McNary-Mapes amend- 
ment since its standards went into 
effect on April 27, Dr. Paul B. Dun- 
bar, assistant chief of the Adminis- 
tration, announced. 

Seizures were made not because 
the goods were inedible or injurious 
but because they were below the 
standard of quality set by the De- 
partment of Agriculture under the 
McNary-Mapes Act and did not bear 
the label required of such merchan- 
dise, “Below U. S. Standard—Low 
Quality But Not Illegal,’ Dr. Dun- 
bar explained. 

During the coming winter the De- 
partment may extend its quality 
specifications to one or two addi- 
tional classes of canned goods. At 
present, standards have been issued 
only for peas, tomatoes, peaches, 
apricots, pears and cherries. 

Although many canning interests 
have asked for standards, including 
those canning grapefruit and pimen- 
tos, the trade generally has been 
willing to let the Department take 
the lead, and the extensions prob- 
ably will be in the field of staple 
commodities, such as beans and corn. 

All enlargement of the McNary- 
Mapes standards depends’ upon 
available funds, and now the Food 
and Drug Administration is able to 
divert only sufficient money to en- 
force standards on the six products 
already regulated. 


Appoint Officers 
for Eighth District 


E. J. Cochrane, of Omaha, was 
appointed governor of the Eighth 
District, A. F. A., at a meeting of 
district presidents at Des Moines. 

F. T. Carroll was named secre- 
tary; Ward Olmstead, Minneapolis, 
and C. L. Helming, Cedar Rapids, 
department governors. 

Jean Carroll was appointed chair- 
man of a committee to study the 


advertising importance of the 
Eighth District. 
J.C. McKeon Dead 


John C. McKeon, of Laird, Scho- 
ber & Co., shoe manufacturers of 
Philadelphia, died at Wynnewood, 
Pa., recently. Mr. McKeon was gen- 
eral chairman of the Joint Styles 
Conference of the shoe industry. 


H. J. Soher Moves 


Hubert J. Soher, who formerly 
conducted his own agency, has be- 
come manager of the news service 
department of the Hamman-Lesan 
Co., San Francisco. 


Miss Boland to East 


Constance Boland, former copy- 
writer for Nelson Chesman & Co., 
St. Louis, has joined Young & Rubi- 


cam, New York. 


WdqDW ? 


. . » 36% more COSMOPOLITAN readers used the 
Travel Bureau in the first 9 months of 1931 than in the 


same months of 1930... 


... more than twice as many travel booklets were bought 
by COSMOPOLITAN readers in August and September, 
1931 than in August and September, 1930. 


. . more evidence of the fact that COSMOPOLITAN 


readers buy now 


More hotel accommodations 
More new automobiles 
More transportation 


5 ah Street and Eighth Avenue, New York 


The Class Magazine with 1,700,000 Circulation 


Bottle Pictures by 


“Modern Packaging” 

The illustration of “bottles of the 

future” in the Oct. 10 issue of 

ADVERTISING AGE, were provided by 

Modern Packaging, New York. The 

credit line was_ inadvertently 
omitted. 

E. A. Charlton is editor of 
Modern Packaging, sometimes called 
the most interesting magazine in the 
country, carrying inserts of actual 
— of unusual packaging mate- 
rials. 


Radio Advertising 


to Kirtland-Engel 

The Kirtland-Engel Co., Chicago, 
has been appointed to direct the 
advertising of the Radolek Co., Chi- 
cago, radio and accessories. 

R. M. Kirtland, president of the 
agency, made a flying trip East last 
week, leaving Chicago after break- 
fast and having lunch in Washing- 
ton, D. C., by virtue of the new 
system adopted by Continental Air- 
ways of increasing speed by age 
up the landing gear after taking off. 


Hewett-Crouse Get 


Neon Supply Account 
The Hewett-Crouse Advertising 
Co., Chicago, will handle the adver- 
tising of the Chicago Vacuum 
Equipment Co., formed in Chicago 
to serve the neon industry. 
G. J. Madill heads the new com- 
pany. ; 


New Program 
of Federation 
Wins Approval 


New York, Oct. 22—Widespread 
approval of the program of the Ad- 
vertising Federation of America has 
been expressed, according to H. E. 
Christiansen, who has been work- 
ing in the Middle West with sus- 
taining members for several weeks. 

The Federation is sponsoring a 
series of four messages on advertis- 
ing based on facts developed by the 
Research Bureau which will be pre- 
sented before advertising clubs and 
trade groups over the entire coun- 
try. The first of the series was of- 
fered in October, emphasizing how 
advertising is being used effectively 
despite general business conditions. 

“In talking with all classes of ad- 
vertising interests I find a fine ap- 
preciation of the program the Fed- 
eration carried out during the last 
fiscal year through the six economic 
messages presented at several hun- 
dred meetings followed by the New 
York sessions,” declared Mr. Chris- 
tiansen. 

“It seems generally recognized 
that as a result of these efforts more 


constructive thinking was done than 
ever before. 

“This seems due to presenting re- 
search facts from a strictly non- 
partisan viewpoint. There is a gen- 
eral demand reaching President 
Hodges and our board that this type 
of effort be extended that the cor- 
rect economic picture of advertising 
can be brought to business execu- 
tives and the consuming public gen- 
erally.” 


Pittsburgh Printer 
Seeks 1932 Slogan 


The Alton Press, Pittsburgh, is 
staging a contest among members of 
the Pittsburgh Advertising Club for 
a slogan which can be used as a 
battlecry by the club. 

Football tickets are the guerdon. 


Schalk Buys Studios 


Colegrove Bros., Buffalo, have 
bought the Colegrove Studios. L. J. 
Schalk heads the company, with N. 
W. Schalk as vice-president and 
Leila A. Schalk secretary-treasurer. 


Mrs. Pape New Editor 
of “Woman Athletic” 


Marjorie Pape has been appointed 
editor of The Woman Athletic, pub- 
lished by the Illinois Women’s Ath- 
letic Club, Chicago. 

Mrs. Pape is a pupil of Charles 
Finger, Pulitzer prize winner. 
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ADVERTISING AGE 


October 24, 1931 


AIR TRANSPORT 
ASKS DAILIES 
FOR FAIR PLAY 


New York, Oct. 22—Asking news- 
paper publishers to make a distinc- 
tion in their news treatment of air- 
plane accidents on the 45 scheduled 
transport lines and those of reckless 
individuals, the Aeronautical Cham- 
ber of Commerce of America is run- 
ning a campaign in Editor & Pub- 
lisher. 

The copy points out that failure 
to differentiate may help kill an in- 
dustry which is becoming important 
in advertising. 

The fifth advertisement in the 
series, headed “We’re anxious to 
spend more money in newspapers,” 
says in part: 

“We ask for no suppression of 
legitimate news. When a passenger 
fatality occurs on a scheduled trans- 
port line (there have been exactly 
two fatal crashes so far this year), 
we realize that this is important 
news to the traveling public, and 
fully understand that it deserves at- 
tention as news. 

“But we do ask that in presenting 
aviation news to your readers, a dis- 
tinction be made between the acci- 
dents that occur on the 45 scheduled 
transport lines and those of a wholly 
minor and local significance which 
occur when reckless individual fliers 
come to grief through their own in- 
experience or lack of judgment. 


Vitiates Advertising 


“Over-dramatization of these minor 
fatalities largely tends to distort the 
publie’s understanding of the safety 
of air travel as it exists today, and 
to that degree vitiates the advertis- 
ing which responsible lines may be 
purchasing on another page of the 
same newspaper. 

“This is unfair to the transport 
industry, which has a merchandising 
problem just as do railroads, steam- 
ship lines, travel groups, banks, food 
products, and other advertisers. 

“Tt is unfair to the publisher who 
has presented aviation accident news 
fairly and is not a party to the over- 
dramatization which has tended to 
make the public fearful and which 
in turn retards the logical growth of 
air lines that wish to do more adver- 
tising as the public responds to this 
new form of speedy travel. 

“It is also unfair to newspaper 
readers in causing them to hesitate 
to avail themselves of a splendid, de- 
pendable service built up for their 
benefit. 

“We welcome expressions of opin- 
ion on this subject from thoughtful 
editors and publishers everywhere 
who with enlightened self-interest 
are co-operating with us in present- 
ing the air transport industry to the 
American public in its true light.” 


U. S. Rubber Takes 14 


Pages in “Recorder” 


The United States Rubber Com- 
pany took 14 pages in the Oct. 17 
issue of Boot and Shoe Recorder, 
New York, for Gaytees, the tailored 
overshoe. 

The first two pages faced each 
other, the remaining 12 following on 
right hand pages. The broadside 
was tied together with color. 


Dickstein Sales Head 
of Mail Order Radio 


S. K. Dickstein has become gen- 
eral sales manager of the Colonial 
Radio Corp., New York, radio mail 
order and manufacturing house. 

Mr. Dickstein is making a national 
survey in behalf of Acratone receiv- 
ing sets. 


“National Engineer” Moves 

National Engineer, the publica- 
tion of the National Association of 
Power Engineers, will move from 
Philadelphia to Oak Park, Ill., Chi- 
cago suburb, at once. Charles T. 
Begley will leave the paper. 


C. V. Merlau Dead 
Charles V. Merlau, veteran mem- 
ber of the Greater Buffalo Advertis- 
ing Club, died in that city. 


ST. LOUIS JUNIORS DO SOME ADVERTISING 


GOOD! THEY’VE GOT TO BE GOOD 


eS 2 
“THE LUCKY TAB” 
PRESIDENT 
HUGH TERRY 
1st VICE-PRES 


WM. WINDHORST 
Qnd VICE-PRES 
WM. DEMPSEY 
3rd VICE-PRES 
ED. STAPLES 
SECRETARY 

HARRY SHATZMAN 

TREASURER 


< SAM KRUPNICK 


(ENGRAVINGS DONATED BY THE SCOTCH ENGRAVING CO.) 


“Vote for Fresh Candidates —Each Wrapped in Moisture Proof Cellophane for Your Protec- 
tion. Reach for the Humidor Ticket. 


are you listenin’, huh? 


All Harsh Irritants Have Been Expelled from These Candidates. Beware of “SHEEP DIP’’ 
in the Other Ticket. For Your Finger Nail Protection Reach for the Lucky Tab On the Left. 


Some of the copy put out in the pre-election campaign of the Junior Advertising Club 
of St. Louis. The “Lucky Tab” ticket won. 


TERRY VICTOR 
IN HOT FIGHT 


St. Louis, Mo., Oct. 22—They said 
it with advertising before Hugh B. 
Terry, of Russell T. Gray, Inc., was 
elected president of the Junior Ad- 
vertising Club of St. Louis. 

The opposition, headed by William 
F. Windhorst, of the Clark-Sprague 
Printing Co., issued a eulogy of its 
ticket labeled, “The Old Hen Cackles 
—Six Good Eggs and True!” 

Within 24 hours, the Terry ticket 
had replied with a broadside saying 
of its candidates: “Good! They’ve 
got to be good!” 

The ballots showed Mr. Terry to 
be the club choice, with Mr. Wind- 
horst as first vice-president, and the 
following new officers: 

William O. Dempsey, D’Arcy Ad- 
vertising Co., second vice-president; 
Lester C. Geil, Beacon Paper Co., 
third vice-president; Bein Wein- 
bach, Commercial Letter Co., secre- 
tary, and Sam Krupnick, St. Louis 
Post-Dispatch, treasurer. 

Mr. Terry ran on a platform of 
more social activities, more athletics, 
every man vote on every issue, more 
decisions by the membership and 
fewer by the officers. 


Stillwell Sponsors 
Moto-Ad in London 


Moto-Ad, the revolving advertis- 
ing machine now used in 1,000 taxi- 
cabs in New York, will make its 
London debut under the sponsorship 
of P. A. Stillwell, English agent. 

It is distributed by Taxi Advertis- 
ing, Inc., New York. 


JUNIORS’ CHOICE 


Kuhler Designs Covers 


Otto Kuhler, prominent artist of 
New York, has been engaged to de- 
sign a series of covers for World’s 
Work, one of the Quality Group, and 
for Building Investment, owned by 
Federated Business Publications. 


“Spur” in New Home 
Offices of The Spur, one of Amer- 
ica’s oldest class papers, are now at 

515 Madison Square, New York. 


Adopts Standard Page 


| With its January, 1932, issue, 
| American Rifleman, Washington, 
|D. C., will adopt the standard type 
| page of 7x10; inches. 


‘NOT LICKED YET, 


AVERS BRISTOL 


Pittsburgh, Pa., Oct. 22—“We are 
not licked yet and are not going 
to be,” was the ringing challenge 
hurled at business conditions by Lee 
H. Bristol, vice-president of the 
Bristol-Myers Company, New York, 
and president of the Association of 
National Advertisers, in an address 
before the Pittsburgh Advertising 
Club Oct. 20. 

Mr. Bristol said economic affairs 
have been kicked around like foot- 
balls at Washington, and a leader 
of a new type will arise, not in that 
quarter, but from a new source. 

He pictured the ideal advertising 
writer as possessing four great qual- 
ities: sanity, good judgment, a sense 
of proportion and a sense of humor. 

Mr. Bristol reiterated his demand 
for lower advertising rates. 

“They must follow the course of 
other commodities,’ he said. “Ad- 
vertisers face curtailed buying 
power. The corollary is obvious.” 

He concluded by asserting that the 
merger era is definitely a thing of 
the past, the economic limit having 
been reached. 


Two More Add Color 
‘Two Iowa dailies, the Mason City 
Globe-Gazette and Council Bluffs 
Nonpareil are now offering a second 
color to advertisers. | 


Wrigley Gives $100,000 

William Wrigley, Chicago chew- 
ing gum magnate, presented $100,- 
000 to the emergency relief fund. 
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Summerfield’s, Boston, dramatized their annual rug bazaar with a Hindu fakir, who 
presented a series of illusions based on rug history. A chase through the streets of Bos- 
ton after escaped sheep was another feature. 


BUSINESS PAPER 
EDITORS ELECT 
EARL L. SHANER 


Chicago, Oct. 21—The National 
Conference of Business Paper Edi- 
tors, meeting jointly at the Black- 
stone today with the Associated 
Business Papers, Inc., elected the 
following officers: 

Earl L. Shaner, Steel, Cleveland, 
president; John M. Carmody, Fac- 
tory and Industrial Management, 
New York, vice-president; Arthur 
D. Anderson, Boot & Shoe Recorder, 
New York, treasurer, and Thomas 
H. Ormsbee, New York, secretary. 

Members of the executive commit- 
tee are Sidney D. Kirkpatrick, 
Chemical & Metallurgical Engineer- 
ing, New York; Thomas S. Holden, 
F. W. Dodge Corporation, New 
York; J. L. Frazier, Inland Printer, 
Chicago; W. S. Lacher, Railway 
Age, Chicago; J. N. Wheeler, Starch- 
room Laundry Journal, Cincinnati; 
George H. Priest, Jr., American 
Paint Journal, St. Louis, and G. D. 
Crain, Jr., Class & Industrial Mar- 
keting, Chicago. 

A feature of the joint session this 
afternoon was the formal presenta- 
tion of the A. B. P. editorial awards, 
based on 1930 achievement, by 
James H. McGraw, Jr., acting for 
his father, James H. McGraw, presi- 
dent of the McGraw-Hill Publishing 
Co., New York, the donor. An- 
nouncement of the winners was 
made several months ago. 


Advice to Publishers 


Russell T. Gray, Chicago indus- 
trial advertising agent, addressed 
the A. B. P. this morning on the 
subject, “If I Were a_ Business 
Paper Publisher.” Mr. Gray sug- 
gested that business publishers do 
more selling of their fields and less 
of destructive competition. 

Reports of a survey of buyers’ 
guides in business papers developed 
the opinion among advertisers that 
they no longer serve a useful pur- 
pose. Fred R. Davis, General Elec- 
tric Co., Schenectady, N. Y., spoke 
along that line this afternoon. 

Rates, including short-rate prac- 
tices, credit conditions, circulation 
problems, inserts and other practical 
phases of business publishing, made 
up the bulk of the discussions, which 
were presided over by Warren C. 
Platt, National Petroleum News, 
Cleveland, president of the A. B. P. 

Raymond Bill, Sales Management, 
New York, read a report of a com- 
mittee of editors on “Objectives for 
1932,” in which methods for the ac- 
celeration of business recovery were 
stressed. 

Mr. Shaner presided over the din- 
ner this evening, at which business 
editors representing many fields dis- 
cussed the business outlook and pre- 
dicted generally improving condi- 
tions in most lines for 1932. 

During the dinner, President 
Shaner asked the members to stand 
for one minute in tribute to Thomas 
A. Edison. The lights were extin- 
guished for this silent service. 


Syracuse Craftsmen 
Co-operate in Copy 


Six Syracuse houses co-operated 
in a broadside urging direct mail as 
an aid to business, each contributing 
his own specialty to the mailing 


piece. 

Kaletzki, Flack & Howard pro- 
duced plans, copy and layout; Smith, 
Lindsley and Arnold the _ photo- 
graphs; Weber Engraving Co., half- 
tones; Syracuse Typesetting Co., 
typography; Central City Electro- 
type Co., electrotypes; J. & F. B. 
Garrett Co., paper, and Craftsmen 
Press, the printing. 


Stevens’ Clientele 


Gets Paris Letters 
Charles A. Stevens & Bros., Chi- 
cago retailers, sent their charge ac- 
counts letters from Paris announc- 
ing shipments of advance fashion 
merchandise. 
French envelopes, addressed by 
French girls, stamped the offering 
as authentic. 
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THE 


CHICAGO 


SIXTEEN SESSIONS 


ROM Nov. 3 to 24, women of Chicago and sub- 
urbs will attend a new kind of cooking school. 
Under the direction of Miss Mary Meade, Chi- 

cago Tribune cooking editor, Miss Ida M. Chitwood, 
nationally known home economics lecturer, will 
conduct a 16-session School of Cookery. Four of 
Chicago’s largest auditoriums have been transformed 
into laboratory-theatres. Every detail, from the model 
kitchen equipment to the special amplifying systems, 
has been worked out in an effort to conduct the school 
under ideal conditions. 

EXPECT 100,000 

ATTENDANCE 
More than 100,000 wo- 
men, it is estimated, will 
attend the sixteen ses- 
sions. An elaborate pro- 
gram of entertainment 
and an abundance of 
daily and grand prizes 
will add interest to the 
main course, which will 


Chicago 


<a ae ‘ E , 


MARY MEADE 
Chicago Tribune Cooking Editor 


TRIBUNE 


SCHOOL OF COOKERY 


NOV. 3 TO 24 INC. 


be serious, thorough- 
going lectures and dem- 
onstrations conducted 
in a scientific manner. 


OPPORTUNITY FOR 
ADVERTISERS 


The Chicago Tribune 
School of Cookery will 
be the outstanding event 
of the month in Chicago 
and suburbs—both from 
the viewpoint of the 
women who attend and of the food advertisers who 
avail themselves of the unparalleled chance to have 
their products demonstrated competently and inter- 
estingly before tremendous audiences of home- 
minded women. Advertisers of foods and allied lines 
who are interested in co-operating with this new 
kind of cooking school are invited to get the com- 
plete facts about all the plus values which will be 
accorded to Chicago Tribune advertisers. 


Write, wire or ’phone for a Chicago Tribune man today! 


Cribune 


IDA M. CHITWOOD 


Nationally known home economics lecturer 


THE WORLD'S GREATEST NEWSPAPER 


Eastern Adv. Office 
NEW YORK 
220 E. 42nd Street 


Southern Adv. Office 
ATLANTA 
1825 Rhodes-Haverty Bldg. 


New England Adv. Office 
BOSTON 
718 Chamber of Com. Bldg. 


Western Adv. Office 
SAN FRANCISCO 
820 Kohl Bldg. 
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Broadcasters 
Ready for 9th 
Annual Meeting 


Detroit, Mich., Oct. 22—Rate dif- 
ferentials will be one of the subjects 
discussed by the ninth annual con- 
vention of the National Association 
of Broadcasters at the Statler Hotel, 
Oct. 26-28. 

Many local stations charge na- 
tional advertisers more than local 
advertisers for broadcasting, espe- 
cially of the spot variety. 

The broadcasters will also con- 
sider the advisability of charging a 
service fee for studio rehearsals. 

John Benson, president of the 
American Association of Advertis- 
ing Agencies, will discuss develop- 
ments of the past year from the 
agency viewpoint. 

Others on the program are Wil- 
liam S. Hedges, WMAQ, Chicago, 
former president of the N. A. B.; 
Major General Charles McK. Saltz- 
man, chairman of the Federal Radio 
Commission; Clyde P. Steen, Amer- 
ican Radio Association; Bond P. 
Geddes, Radio Manufacturers’ Asso- 
ciation, and others. 

An exhibition of equipment and 
services will be held. 


$822,403 
for Women’s Clothing 
in 3 Stores at California 


Three leading stores serving students at 
the University of California, during 1930, 
did a business of $822,403 in women’s cloth- 
ing alone. One of these did $279,154 in 
men’s clothing. These stores wield real in- 
fluence at California. Their co-operation is 
vital to sales success at this great university. 

They can be influenced by student prefer- 
ence for brands advertised in The Daily Cali- 
fornian—plus the merchandising service of 
Collegiate Special Advertising Agency. Let 
us tell you how you can sell the college 
market. 


Ask for The Collegi- 
ate Salesmen — show- 
Ing college papers and 

college coverage. 


—y 


Collegiate Special Adv. Agency, Inc. 


NEW YORK CHICAGO 
18 East 41at Street 612 N Michigan Ave. 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one colo: 

and black in Daily or Sunday news sections 

es oe colors in Sunday Rotogravure 

section ° four colors in Sunday Comic 
"and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


: LET’S NOT GUESS : 
2? ANY LONGER- 5 
? LET'S FIND OUT! £ 


Theme finding, copy testing, media 
selection, test campaigns, pe formance 
reports — product and method surveys 
—trading areas — buying power in- 
dices — sales control —correlations — 
forecasts—sales analysis—plus the plans 
that make all these services practical. 
Booklet describing our methods of 
handling these and other research 
services sent to advertisers or agencies 


YVVVVVVV DV 
VYVVVVVVNVV 


on request. 
WALTER MANN & STAFF 
Graybar Building New York 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


COAST HAS ELECTRIC NEWSPAPER 


Electric bulletins flashed by the Richfield Oil Co., in co- 
operation with the Los Angeles Times. 


Select Four 
Cities for Test 
Copy on Pecans 


New Orleans, La., Oct. 22—The 
Fitzgerald Advertising Agency has 
placed a contract for test newspaper 
campaigns in four cities for the Na- 
tional Pecan Marketing Association, 
Jackson, Miss. Cleveland, Milwau- 
kee, Evansville and Sioux City were 
selected, one paper being used in 
each. 

The association will market about 
73 per cent of this year’s pecan crop 
and 1931 marks the first year it has 
done any newspaper advertising. 

The association’s products come 
from 24 plants in Texas, Oklahoma, 
Louisiana, Arkansas, Mississippi, 
Georgia, Alabama, Florida, North 
Carolina and South Carolina 
through the cooperative marketing 
of its more than 3,000 growers. The 
association expects to handle not less 
than 10,000,000 pounds of pecans 
from this fall’s harvest. 


Chicago Women’s Club 
Plans Busy Autumn 


The Women’s Advertising Club of 
Chicago will investigate “A Century 
of Progress” Oct. 27, after dinner in 
the Administration Building. 

For Nov. 12, it has a date with 
the National Broadcasting Co., at 
7:45 p. m., after dinner at Piccolo’s, 
183 W. Madison St. Anita Kepler, 
Citrus Products Co., arranged all 
of this. 


Lucky Strike Advances 
Riggio, Witzleben 

Frank W. Riggio, sales manager, 
and William E. Witzleben, advertis- 
ing manager of the American To- 
bacco Co., New York, have been 
elected to the board of directors. 

Others thus recognized were Fred 
B. Reuter, assistant auditor, and 
John A. Crowe, assistant to the vice- 
president in charge of manufactur- 
ing. 


M. F. Reddington Gets 
Buick Outdoor Account 
Effective Nov. 1, M. F. Redding- 
ton, Ine., New York, will be in 


charge of the outdoor advertising of 
the Buick Motor Co., Flint, Mich. 


New Radio Rate Card 


The Columbia Broadcasting Sys- 
tem, New York, has issued a new 
rate card covering five added mar- 
kets: San Diego, Louisville, Wheel- 
ing, La Crosse and Colorado Springs. 


FLASHING NEWS 


Control board of electric 
newspaper. 


Hart Schaffner & Marx 
Use Fairchild Papers 


In reporting the trade merchan- 
dising of the Hart Schaffner & Marx 
advertising, this paper mentioned 
only one trade paper as being used. 

Two Fairchild papers played an 
important part in apprising the 
trade of plans. They were Daily 
News Record, which carried the ini- 
tial announcement, and Men’s Wear 
—Chicago Apparel Gazette. 


Newspapers Favored 
in Mayflower Plans 


J. Horace Lytle, Dayton (0O.), ad- 
vertising agent, announced that 
newspapers will get the bulk of the 
1932 appropriation for the May- 
flower electric refrigerator. 

Magazines and radio will also be 
used. The Trupar Mfg. Co., makers 
of Mayflower, have opened a factory 
branch in Dayton. 


“Song of the Week” 
to Rankin Agency 


Wm. H. Rankin Co., Chicago, will 
direct the advertising of “Song of 
the Week Service,” a newspaper fea- 
ture of songs by popular writers. 

Kunderd Co., Goshen, Ind., 
a nursery, is another new account. 
Magazines will be used. 


Hough Starts Agency 


Henry W. Hough, former associ- 
ate editor of Scientific American, 
has returned to Denver from New 
York, and established offices in the 
Continental Oil Building, where he 
will serve industrial advertisers. 


OCTOBER ADVERTISING IN MAGAZINES 


TOTALS 
For All Classes for Each Publication 
for Month of ae 

930 


1931 

STANDARD 
Atlantic Monthly... $ 29,457 $ 21,578 
FPOFUM cccccccccces *19,066 10,777 
Harper's Magazine. . *34,877 27,255 
Review of Reviews. . 33,847 19,727 
Seribner’s .....+.+- 18,674 10,144 
World’s Work ...... 39,253 14,481 

Total Group ..... $ 175,174 $ 103,962 
FLAT 
American ........- 437,755 394,883 
gaoeen Bey ccccce 52,761 33,216 
ABIB ccccccccccccccs 8,205 6,700 
Roy's eer 25,829 24,077 
Classic ..ccsscceees 18,339 15,151 
College Humor...... 25,676 30,373 
Cosmopolitan ...... 445,549 *365,787 
Motion Picture ..... 45,060 36,008 
Open Road ........ *12,400 *14,042 
Parents’ ccccccccses *32,974 *38,838 
Photoplay ......... *103,911 82,860 
Physical umene. « 34,007 37,569 

Red Boo! 91,008 70,985 
} lh. 4 *13,729 *14,765 
Bamass cccccccccccce *17,410 14,366 
Tower Magazine.... .....-.- 100,325 
True Confessions. . 8,162 9,145 
True Detective Mys- 

Perles .ccccccccce cosccses *25,214 
True Romances..... 44,209 $2,361 

Total Group ..... $ 1,466,984 $ 1,346,665 
WOMEN’S 
Delineator ......... $ 642,749 $ 614,757 
Farmer's Wife...... *114,850 77,534 
Good Housekeeping. 1,258,533 932,215 
Harper's Bazar..... 16,075 171,814 
Holland’s ......++++ 75,162 49,357 
Household ......+++ 41,251 161,417 
Ladies’ Home Jrl 1,376,872 1,283,053 
McCall's ......++0+. *774,630 771,607 
Needlecraft .. 39,834 31,783 
Pictorial Review *676,279 477,052 
True Story ......... 612,403 381,676 
Vogue (Semi-Mon.). 290,951 256,133 
Woman's Home Com. *1,086,021 854,056 
Woman's World..... 96,998 92,901 

Total Group ..... $ 7,302,608 $ 6,045,355 
GENERAL AND CLASS 
American Golfer....*$ 10,724 *$ 12,429 
American Home .... *125,014 58,221 
Arts & Decoration. . 40,436 24,129 


ALL BRANCHES 
OF ADVERTISING 
REPORT GAINS 


New York, Oct. 22.—The $14,- 
234,000 worth of magazine advertis- 
ing placed in October makes an 
unfavorable showing with the same 
month in previous years, but reveals 
a marked change for the better in 
comparison with $11,966,800 for 
September and $10,008,400 for 
August. 

Foods and beverages accounted for 
a large part of the gain over Sep- 
tember, boosting the $2,000,929 spent 
in that month to $2,634,086 for 
October. Drugs and toilet goods, 
which spent $2,277,109 in September, 
increased to $2,665,112 in October. 

Advertisers of house furniture and 
furnishings are evidently preparing 
to cash in on fall demand, increasing 
their advertising from $841,972 in 
September to $1,231,437 in October. 

The only other industry whose 
October magazine advertising ex- 
ceeded $1,000,000 was automotive, 
with $1,469,231. 

National and special farm papers 
carried $758,950 in October, com- 
pared with $584,825 in September. 

State and sectional farm papers 
had a commercial lineage of 459,851 
in September, the last month for 
which complete figures are available, 
compared with 429,395 in August. 

Radio made a slight gain in Sep- 
tember, with $2,735,634, compared 
with $2,527,256 for August and $2,- 
122,705 for September, 1930. The 
cumulative total for 1931 is almost 
$7,000,000 ahead of 1930. 


May Make Consumer 
Conscious of Honey 


American beekeepers must stand- 
ardize their honey and adopt a more 
modern merchandising plan, the 
Connecticut Beekeepers’ Association 
was told at its annual meeting at 


Hartford. 
Miss Malitta Fischer, of the 
American Honey Institute, super- 


vised a program of cooking in which 
honey was employed. 


Stringham Promotes 
Simons’ New Program 


The Ernest Simons Mfg. Co., New 
York, sheets and pillow cases, has 
effected an arrangement whereby the 
sales organization of Ernest 
Stringham & Co. will co-operate in 
promoting the former’s national 
sales and distribution program. 


TOTALS 
For All Classes for Each Publication 
for Month oe Zw 


1931 
Better Homes & Gar- 

ME penceennesse 246,930 232,174 
Christian Herald.. 18,615 25,767 
Country Life........ 53,299 31,815 
Field & Stream..... 29,561 *27,420 
a 37,815 *59,516 
Golf Illustrated .... 7,282 5,255 
House Beautiful..... 78,923 41,838 
House & Garden.... 188,064 130,696 
Modern Mechanics... .......- 7,211 
Nation's ——— + oe 148,407 88,695 
Nat'l Geographic. . *147,606 88,546 
Nat'l Sportsman. . 17,689 14,542 
Outdoor Life........ 16,785 *11,584 
Popular Mechanics. . *106,869 85,508 
Popular Science .... 67,141 44,432 

io News ........ 20,152 138,169 
Sportaman ...c.0.02  sevveces 15,721 
——- eecceceececes eeeccces 21,519 

OTT TTT TTT TT *8,886 5,243 
Vanity Pale .ccccess 75,381 53,479 
Total Group ..... $ 1,485,528 $ 1,098,409 


WEEKLIES AND *SEMI-MONTHLIES 
(September) 


American Weekly... $ 570,426 $ 605,010 
eek 03 73 


Business Week...... 47, 664 
Collier’s ...cccseeee *847,044 761,506 
PEERED ccccccccccces *39,169 5,333 
JOABO ccccccccccecs $1,621 37,318 
EMORY cccccccccces 446,980 282,201 
BO cccccccces *41,534 23,875 
Literary Diges 502,475 335,068 
New Yorker 179,222 177,736 
BR cccececcece 6,639 8,346 
Pathfinder ......... 41,164 34,969 
Sat. Evening Post.. 3,936,000 2,962,612 
BPEF cccccccccccecs 53,633 30,206 
THRO cccccccccceses 264,907 249,673 
Town & Country 50,855 32,249 
Total Group ..... $ 7,059,372 $ 6,639,766 


Total All Groups. .$ 17,439,666 $ 14,234,157 


Cumulative Totals 
To-Date ....... $167,321,678 $141,476,191 


*Asterisk indicates rate change during year, 
An increase in rates will show higher than 
— revenue because of old contracts still 
n force. 


—National Advertising Records 


Little Change 
in Salesmen’s 
(Compensation 


Milwaukee, Wis., Oct. 22.—A sur- 
vey at a meeting of the Sales Man- 
agers’ Association revealed that of 
78 firms employing 4,068 salesmen, 
15 had changed the method of com- 
pensation; 5 made no report; 58 said 
that they had made no change; 13 
changed from salary to commission; 
1 from commission to salary; 10 had 
eliminated drawing accounts; 18 
had not. 

The remainder did not work their 
salesmen under drawing accounts; 
31 had cut the rate of compensation 
affecting 430 salesmen; 47 had not 
cut the rate affecting 3,638 sales- 
men. 

The cut was reported as follows: 
One firm, 25 per cent; six, 20 per 
cent; two, 15 per cent; nine, 10 per 
cent; one, 4 per cent and three, 5 
per cent. Only 10 per cent of the 
salesmen had their salaries cut and 
the average cut was 13 per cent. 

Walter F. Dunlap, of Klau-Van 
Pietersom-Dunlap Associates, Inc., 
Milwaukee advertising agency, is 
president of the association. 


Heads Letter Shops 


Samuel S. Hickox, Low’s Letter 
Service, was elected president of the 
Mail Advertising Service Associa- 
tion of Chicago at the annual meet- 
ing. 

Other officers: D. L. Harrington, 
Reuben H. Donnelley Corp., vice- 
president; A. L. Francis, Lincoln 
Letter Co., secretary; R. G. Ry- 
lander, Rylander Co., treasurer; 
directors, E. A. Samuelson, Samuel- 
son Duplicating Co., and L. S. Allen, 
L. S. Allen Co. 


New Refrigeration 
Directory Offered 


Electric Refrigeration News, De- 
troit, will include many new fea- 
tures in its 1932 Refrigeration 
Directory, the first of a series. 

The book will list all trade names, 
in addition to statistical data and 
other important information. 


Field Victor in 
Trade-Mark Fight 


Marshall Field & Co., Chicago, 
won its fight for registration of 
“Alexandre” as a trade-mark for 
gloves, the Commissioner of Patents, 
Washington, holding a prior appli- 
cation was not fatal to its claim. 


In Outdoor Field 


R. P. Thomas has become manager 
of the Ohio Valley Advertising Co., 
outdoor advertising, Owensboro, Ky. 
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"Crisp=Concise”’ 


Says Mr. Melntire 


ia- Mr. Allyn B. Mclntire is Vice-President of the Pepperell Manufacturing Company, 
Boston, makers of the famous Pepperell fabrics, Lady Pepperell Sheets, etc. Mr. 
a Mclntire says: “I like Advertising Age because it gives us who read it, real news 
er; of the advertising world in a crisp, concise manner, and in the form in which we are 
accustomed to read news — namely in the form of a newspaper. It’s a strange thing, 
but somehow or other, | seem to be able to find time to read Advertising Age 
ed from front to back— every issue.” 


" — Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


1Z0, 537 S. Dearborn St. Graybar Building 
for Chicago New York 
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RESEARCH MAY 
PROVE ‘MOSES’ 
OF BUSINESS 


Newspaper Executives Hear 
Alvin Dodd 


Chicago, Oct. 22—Depression 
serves as a check to extravagant 
distribution processes and spurs effi- 
ciency, Alvin E. Dodd, vice-president 
of the Kroger Grocery & Baking Co., 
Cincinnati, told the Newspaper Ad- 
yertising Executives Association at 
its one-day meeting at the Stevens 
Hotel Tuesday. 

“Tn times like these market and 
product research are essential ac- 
tivities,’ Mr. Dodd asserted. ‘“Re- 
search may be a luxury in boom 
times. But in depression it is a 
necessity.” 

Mr. Dodd cited the Weatherhead 
Company, of Cleveland, as an ex- 
ample of prospering through re- 
search, quoting Albert J. Weather- 
head, Jr., as follows: 

“We've always had a research de- 
partment, but now we have two. One 
makes scientific investigations in 
search of new products, while the 
other seeks new methods of produc- 
ing old products without loss of 
quality. 

“We've found a way to use rods 
instead of steel castings in the manu- 
facture of plumbers’ supplies. We 
got one order for 300,000 faucet 
stems that we wouldn’t have had 

nder the old system.” 

: Mr. Dodd pointed out that neither 
prosperity nor depression is unani- 
mous, shoe manufacturers suffering 
during the boom days and doing well 
right now. 


Cord Hits Road 


Mr. Dodd attributed the success 
ef the Auburn Automobile Company 
in part to personal research by E. 


L. Cord, who spent several months 
on the road in the guise of a pros- 
pective automobile buyer. 

“He found out why people were 
buying automobiles and why they 
weren’t. When he blew back into the 
Auburn factory, things began to 
happen. Models for the 1931 lines 
had already been prepared, but most 
ot them were scrapped and the engi- 
neers set to work on something en- 
tirely new. Then when they had it 
they told everybody about it and 
tried to keep up with the demand!” 

In the retail field, Mr. Dodd cited 
the W. T. Grant Co., which opened 
25 new stores in the first half of 
1931, and had a net profit 42 per 
cent higher than in 1930. 

“No less than 1,000 laboratories 
employing 35,000 research experts 
are engaged in laying the founda- 
tions of a new industrial order,” he 
continued. 

“At Iowa State Laboratory, over 
100 products can now be made from 
corn. Dr. O. R. Sweeney predicts 
the time is not far off when the use 
of natural wood in the manufacture 
of furniture will be a thing of the 
past. 

“Out of all of this comes a new 
job for advertising and advertising 
men. It will be to search for the 
product or even create the product 
to meet a latent or potential de- 
mand.” 

Mr. Dodd said there is a strong 
demand for foods which are easy on 
the waistline. The depression has 
created volume for cheaper grades 
of coffee and the public has found 
there isn’t as much difference as 
supposed in various brands. 


Discuss Relations 


The two sessions of the N. A. E. A. 
were devoted chiefly to a discussion 
of advertising problems. 

A poll indicated that the majority 
of newspapers have not discontinued 
reports of radio programs, but have 
reduced the amount of space devoted 
to that feature. 

Another vote showed that the ma- 
jority believe food and drug chains 
have increased the volume of news- 
paper advertising, while the growing 
popularity of specialty chains has 
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jority of drug and food chains are, 
to all practical purposes, local. The 
apparel chains, on the other hand, 
qualify as foreign corporations in 
every detail. 

General Motors advertising is re- 
garded as general or national by the 
majority of the newspaper executives 
present. 

It was said the majority of news- 
papers will, on request, send free 
copies to the research departments 
of advertising agencies for a rea- 
sonable period, in addition to the 
usual checking copies. 


Cite Unusual Request 


One advertising agency, it was 
said, has asked for re-runs in be- 
half of a client for whom the inser- 
tion order requested that the copy 
be the first in that classification in 
that issue. There was no position 
charge under this order and many 
clerks overlooked the special request. 

The majority indicated they would 
not accept such orders. 

Re-runs have also been claimed by 
tobacco advertisers specifying posi- 
tion on sport pages, when another 
advertiser in the same field was 
given a similar position. 

Route lists came up for discus- 
sion. Most of the publishers said 
such lists are sold for $1 to non- 
advertisers and given to advertisers. 

On the recurring question of radio, 
W. E. Donahue, advertising man- 
ager of the Chicago Tribune, ex- 
plained that paper’s policy of confin- 
ing free listings to an inch or so 
under the heading, “Pick of the 
Air.” WGN buys 150 lines daily in 


wish. 

Mr. Donahue also described an un- 
usual test made by the Fair, Chi- 
cago. This store distributed 50,000 
cards through its saleswomen, ask- 
ing customers which paper they 
would read if they were limited to 


pounded by mail to 77,000 charge 
accounts. About 35,000 replies were 
received from the first class and 22,- 
000 from the second. 


of the newspaper publishers are 
regular readers of the Fairchild 
Publications, covering that field. 

Don Bridge, of the New York 
Times, president of the association, 
announced the next meeting would 
be held during the 1932 convention 
of the Advertising Federation of 
America. 


which to list its program, and other | 
stations may do likewise, if they | 


one. The same question was pro- | 


Discussion of relations with de- | 
partment stores indicated that many | 


REDDY TEE’S NEW DISPLAY 


This simple, but effective display was devised for the benefit 
of golf club professionals, one of the important outlets. 


on Photoflash 


Cleveland, O., Oct. 22—An activ- 
ity designed to popularize further 
the photoflash lamp in amateur 
home photography will be launched 
jointly by General Electric and 
Liberty in the Nov. 21st issue of 
that publication. 

Liberty will announce, in that 
issue, a contest on pictures taken 
in the home, showing family scenes 
and other home life. Four hundred 
dollars in prizes will be offered each 
week during the ten weeks of the 
contest period, and a grand prize of 
one thousand dollars will be awarded 
at the conclusion of the contest. 

To remind Liberty’s readers that 
prize-winning pictures can be taken 
easily and safely with the photo- 
flash lamp, the Incandescent Lamp 
Department of General Electric is 
advertising in six issues of Liberty. 
The first of these will be a two-page 
spread in the Nov. 21 issue. These 
advertisements will show a number 
of amateur snapshots taken with 
Photoflash, and will tell of the ease 
and simplicity of Photoflash photog- 
raphy by the amateur. 


Pennsylvania Bell 
Starts Sales Drive 


The Bell Telephone Co. of Pennsy]- 
|vania, has hired several hundred 
| special salesmen to support an ad- 
| vertising campaign to sell service to 
| those now lacking it. 

| Newspapers will be used. 


Cup for Student 


The Hartford (Conn.) Advertising 
Club is offering a silver cup to the 
student making the best grades in 
the course in advertising in the 
Hartford Public Evening School. 
| Clarence B. Howard is instructor. 


Has Retail Account 


Arthur Towell, Inc., Madison, Wis., 
| will handle a campaign for the 
|newly formed Capitol Square Mer- 
|chants’ Association, stressing the 
|advantages of buying in Capitol 
Square. 


Appoints Stewart 


Graham Stewart has been ap- 
pointed eastern advertising manager 
of Christian Herald. He was for- 
merly advertising manager of Peo- 
| ple’s Popular Monthly. 


Joins “Constitution” 


John Dodd has resigned as local 
advertising manager of the Atlanta 
Georgian to join the local display 
staff of the Atlanta Constitution. 


PICK WINNERS 
IN EXHIBIT OF 
DAYTON’S CLUB 


Dayton, O., Oct. 22—The Kroger 
Grocery & Baking Co. won the 
award for the best individual news- 
paper advertisement in the first ex- 
hibit of the Dayton Advertising 
Club. The awards were announced 
by Edgar Kobak, vice-president of 
the McGraw-Hill Publishing Co. 
Other winners: 


Individual newspaper advertise- 
ment: Second, Rike-Kumler Co. 
Complete newspaper campaign: 
First, J. Horace Lytle agency on 
Ken-L-Ration; second, Geyer Co., 
on Frigidaire. Individual magazine 
advertisement: First, Frigidaire 
Corp.; second, J. Horace Lytle 
agency on McGregor golf clubs. 
Frigidaire Corp. was awarded first 
for the general magazine campaign. 


Individual trade paper: First, 
Parker Advertising agency on Pro- 
pellaire; second, J. Horace Lytle 
agency on Peter’s ammunition. Com- 
plete trade paper campaign: First. 
J. Horace Lytle Co. on Dayton Steel 
Wheel; second, Geyer agency on 
Buckeye incubator. 


Individual direct mail piece or 
catalog: First, Geyer agency on 
Buckeye incubator; second to J. 
Horace Lytle agency on Peter’s am- 
munition. Complete direct mail cam- 
paign: First, Frigidaire Corp:; sec- 
ond, Elder and Johnston Co. 

Individual advertising letter: 
First to Hooven-Dayton Co. Print- 
ing: First to Otterbein Press; sec- 
ond, Thompson Printing Co. Com- 
mercial art: First award, Hasenstab 
studios; second, Sauer studios. 


Photographic Awards 


Commerciai photography: First, 
Mathews Photographic Laboratory; 
second, Mayfield Photo Service. En- 
gravings: First, Shaw and Mar- 
chant Co.; second, Dayton Process 
Engravers. Electroplates: First, 
Dayton Electrotype Co.; second, Gil- 
bert-Baker-Midlam Co. 

Outdoor advertising: -First, Gen- 
eral Outdoor Advertising Co.; sec- 
ond, Bloomel Sign Co. Window Dis- 
plays: First award, Elder and John- 
ston Co.; second, H. A. Probst. 

House organs: First, Parker Ad- 
vertising Agency; second, J. Horace 
Lytle Co. Specialty advertising: 
First, Fogarty Manufacturing Co.; 
second, Bancroft Tire Cover Co. 

Combined use of all advertising 
for one product: First, Frigidaire 
Corp.; second, Dayton Tire Co. 

Judges were D. G. Starkey, sec- 
retary of the Columbus Advertising 
Club; Dr. K. Dameron, professor, 
Department of Commerce, Ohio 
State University; A. R. Weed, ad- 
vertising manager, Ohio Farm Bu- 
reau, Columbus, and C. B. Trace- 
well, general manager, Bratten Let- 
ter and Printing Co., Columbus. 


Memorial Medal to 
Leon Pratt Alford 


Leon Pratt Alford, vice-president 
of the Ronald Press Co., New York, 
and consulting editor of Factory and 
Industrial Management, will receive 
the Henry Laurence Gantt Memorial 
Medal at a dinner in New York 
Oct. 29. 

The Gantt medal is given annually 
for accomplishment in management 
engineering. 


G. M. Brazer Passes 


George M. Brazer, pioneer mem- 
ber of the San Francisco Advertis- 
ing Club, died in a Los Angeles 
hospital following an emergency 
operation. 


Brown Gets Hoffman 


Edwin A. Hoffman has become 
national classified manager for the 
E. H. Brown Advertising Agency, 
Chicago. 


Nashville Has Club 


The Advertising Club of Nashville, 
Tenn., has been incorporated, giving 
its object as the “promotion of legit- 
imate and truthful advertising.” 


gaons™o ao 


a ee ee ee  ———<—.  le 


ni nam . oan ie ao 


|_| ee P| Oo 
a — __——— _ 
ae % a 
¢ [ray 
| TH TEE 4 
; 6 : amie 
, F CHAMBlON« a 
4 — Se —_—— f" 
a 4 ay . 
a r if ai / I, WIpy, ~ fp , | 
a. (MED ugeaay i rn 
eG ee mere eo “ay , e oe e 
ie zs ek a F Vp 7 | 
ate a Symmes” 
a. (aS ys YJ ash Pa | | 
ee q = = Y F a 7 q 
Masies “eee — = | Sree 2] 
fC toe ; ———_—=c——= Se | G 
ae. Ym aa 
ray meas y ‘ 4 f 4 
se hace 4D i, f é sas 9 j 
Tee ey F/ j ; fA one | 
: . ee Vy oye y/ >. ae ; 
Ae fee j : —— “yy y : : Y s/ 
aie 5 G LB r af 
oe : ay RE < = , t mae s 
= ee _ ORS : 1) moe =—— & 3, = | 
a Pe, ie . a fa ; = 
sii " CLC 4 La &R tie 4 (at 
ay ae ius me OLS p, VAs ‘ 
eee “aaa >* * 
we 
resulted in a decrease of lineage in G E Lib 
that field, \G-E, Liberty | 
| One member asserted that the ma- | in Joint Drive 
Pe 
hoe So 
| Pe 
Ss, 
r Pe 
Te a , 
: a = 
eee : 
SS | 
Se 
= 
ie . ; Po 
x aes ses: 
. oe Po PS | 
i | 
—_ Ane a ae ae 
| { 
Se MR i he es, ee Ole eet re ae a ik an a ee cL SR a ele 
Se ee ee, ee ee. ee eet eee een ee Me 


ent 


and 
sive 


ork 


ent 


em- 
tis- 
eles 
ney 


yme 
the 
icy, 


lle, 
ing 
git- 


October 24, 1931 
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il 


OPENS BRANCH 


who left 


Benjamin Eshleman, 
Outdoor Advertising, Inc., to open 
an Eastern office at Philadelphia 
for Outdoor Service, Inc., which is 
now handling the posting campaigns 
of Atlantic Refining Co., Philco Ra- 
dio and John B. Stetson Co. 


FICKLE PUBLIC 
GIVES PAUSE TO 
KRAFT DRESSING 


Old Brands Eliminated Without 
Backfire 


Chicago, Oct. 14—Willard Loch- 
ridge, J. Walter Thompson Com- 
pany, account executive, told the 
Women’s Advertising Club of Chi- 
cago it was the woman’s slant, 
as determined and interpreted by 
Marye Dahnke of the Kraft-Phenix 
Cheese Company, that led to the 
choice of a gingham apron as the 
motif for the Kraft mayonnaise 
label, the slogan “Kitchen Fresh,” 
and other ideas used in the promo- 
tion of Kraft mayonnaise. 

Kraft entered the mayonnaise 
business five years ago with the pur- 
chase of Wright’s and four other 
brands having sectional distribu- 
tion. The business was developed 
under the old brand names until two 
years ago, when it was decided to 
substitute the Kraft label. 

“Contemplation of the job ap- 
palled us,” Mr. Lochridge said. “The 
old brands were well established. In 
many markets they were item lead- 
ers. The task was complicated by 
the fact that our cheeses are not 
handled by exclusive distributors, 
but the mayonnaise was. 

“We set out to experiment in one 
market at a time, holding ourselves 
in readiness to scramble back to the 
bank should we strike deep water. 


Public Is Fickle 


“The first thing we learned was 
that the public is unbelievably fickle. 
From our experience in knocking 
our own brands off the market, we 
ean advise every advertiser who 
thinks he dominates his market to 
keep an eye peeled for someone be- 
hind him with a baseball bat. 

“We made our first test in Mil- 
waukee. The program consisted of 
intensive selling effort backed by 
heavy newspaper advertising. 

Four intermediate labels were 
used in changing from the old to the 
new, the time of making each change 
being predicated on the continuance 
of normal volume. We _ estimated 
about six months would be required 
before volume on the new label 
equalled that on the old. 

“It actually took only 60 days to 
make the changeover, and at the 
end of that time we were doing 40 
per cent more business on Kraft’s 
than we had been doing on Wright’s. 
If the public had been as devoted to 
our old brand as we had so fondly 
believed, such a showing would have 
been impossible. 


turn, the changeover period varying 
from two to six months. Since the 
job was completed less than a year 
ago and we went into national ad- 
vertising on the Kraft label, the vol- 
ume on the one brand is 80 per cent 
greater than the old total on the 
five brands.” 

The first newspaper copy intro- 
ducing the new label and the 
“kitchen fresh” theme was rejected 
by the feminine viewpoint as good, 
but not convincing enough. 


Furnishing Evidence 


“Just the statement that Kraft’s 
mayonnaise is always fresh isn’t 
enough,” it said. “There must be 
proof, and we must say just how 
fresh.” 

So proof was furnished by illus- 


trations of Kraft quick delivery 
trucks unloading the mayonnaise at 
typical neighborhood groceries. An 
accessory slogan, “Fresh as a new- 
peeled orange,” was added, and con- 
sumers were told how labels were 
coded so that distributors could 
check their stock and return all jars 
over six days old. 


Again it was the women who 
urged John Platt, Kraft advertising 
manager, and Mr. Lochridge to find 
some way to display Kraft mayon- 
naise next to fresh fruits and vege- 
tables in dealers’ stores, the point 
where the housewife’s fancy is most 
likely to turn to thoughts of salad 
and salad dressing. 

Mr. Platt designed an all-around 
set-back shelf fixture on a pedestal 
base, which took up a minimum of 


floor space and which was easy to 
stand close to and walk around. The 
shelves were made of wire like that 
used for vegetable bins. The dealers 
caught on at once. 


Appoint Thompson 

The Los Angeles office of the J. 
Walter Thompson Company has 
been appointed to advertise Balto, a 
fish food for dogs and cats made by 
the Coast Fishing Co., Wilmington, 
= Newspapers and radio will be 
used. 


Drug Chain Expands 
The Economical Drug Co., oper- 
ating 50 stores in Detroit, has ab- 
sorbed the 13 Cunningham stores. 
The Bisberne Advertising Counsel- 
ors, Chicago, will handle the adver- 
tising. 


—$— 


Bryn Transferred 
Oscar Bryn, art expert, has been 
transferred from the Chicago to the 
Los Angeles office of Erwin, Wasey 
& Co. 


Tyson Promoted 
Frank Tyson, Detroit manager of 
the American Legion Monthly, has 
become Western manager at Chi- 
cago. 


Sell Coal for Cash 
Alleging unpaid accounts of $70,- 
000 the Fond du Lac (Wis.) coal 
trade has adopted a cash policy. 


To Welcome WGN 
WGN, Chicago, will be welcomed 
as a Columbia affiliate in a special 
chain program Oct. 31. 


We are pleased to announce... 


THE APPOINTMENT OF* 


NATHANIEL SCHILKRET 


as Musical Counsel for all Recorded Broadcasting 


and 


DRAMATIZED RADIO MERCHANDISING 


comprising: 


Betty VanDeventer 


Leonard E. L. Cox 
Mary Olds 


as our Program Bureau 


*To increase our effectiveness as leading radio station 


representatives, to aid in 


the sale of their time and 


to better our service to advertisers and their agencies. 


“Other markets were worked in 


Wrigley Building 


SCOTT HOWE BOWEN, Inc. 


CHRYSLER BUILDING 


CHICAGO DETROIT 


Fisher Building 


OMAHA 
502 Barker Building 


1016 Baltimore Ave 


NEW YORK CITY 


KANSAS CITY 


SAN FRANCISCO 
865 Mission Street 


BOSTON 
185 Devonshire Street 
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These Definitions 
of Advertising Won 
Judges’ Attention 


Chicago, Oct. 22—More than 400 
entries from 39 States and several 
foreign countries were received in 
the contest for the best definition of 
advertising conducted by the 
Women’s Advertising Club of Chi- 
cago, according to Martha Dela- 
plaine, editor of the club paper and 
contest manager. Pennsylvania, IIli- 
nois and New York led. 

The winner, as reported in ADVER- 
TISING AGE October 17, is Florence 
Dart, space buyer of the Simpers 
Company, Philadelphia, who plans 
to come to Chicago to receive the 
silver trophy. She submitted: 

“Advertising is the art, science 
and business of creating a favor- 
able acceptance of, demand or desire 
for, any worthy product or service.” 

Miss Delaplaine remarked in “Ad- 
Chat,” the club paper: 

“One entry was from a prisoner 
at New York State Prison at Au- 
burn, in which he submitted a defi- 
nition (not bad at all) and asked to 


be remembered to his ‘Fraternity 
brothers and sisters in the Windy 
City.’ Another was more or less of 
a crank letter and several were un- 
doubtedly of the love mart type.” 


Get Honorable Mention 


Honorable mentions were awarded 
Samuel Whitman, Whitman and 
Shoop, Pittsburgh, and T. C. Hatch, 
Chicago. Their entries were, respec- 
tively: 

“Advertising is a form of business 
expression—written, printed or 
spoken—aiming to convey ideas that 
help sell goods or crystallize favor- 
able opinion.” 

“Advertising is a vigorous yet 
persuasive art that impinges on the 
senses, stimulates desire and turns 
inertia into buying activity.” 

In making the final decisions the 
judges eliminated several definitions 
of the visionary type. The best of 
these, perhaps, was submitted by 


Mrs. Olivia Barton Strohm, 
member, who said: 

“Advertising is the tongue of the 
wagon which man has hitched to his 
star of progress.” 

Some other definitions: 

“Advertising is the medium 
through which public confidence is 
obtained in a certain article, or serv- 
ice, by honestly and repeatedly de- 
picting its merits.” 

“Advertising is the procedure 
through which information is dis- 
seminated for the purpose of achiev- 
ing desirable results.” 

“Advertising is the visual or aural 
means by which the public thought 
is turned toward the better com- 
modity or service. 


club 


Co-ordinated Interest 


“Advertising, rightly used, is a 
function of business that coordinates 
the interests of seller and buyer to 
their mutual advantage.” 

“Advertising is a force either in 
the form of an oral, a pictorial or 
a literal presentation to aid in the 
promotion and sale of a product, an 
idea or a service.” 

“Advertising: The creation (or the 
attempt to create) by word, symbol 
or picture, of a desire for some- 
thing.” 

“Advertising is an effective pres- 
entation of any item or idea, in- 


Hospital 
anagement 


A Practical Journal 
of Administration 


mY 


@ 20 Nervong Queveiens from che Grading 
Commitee @ The New Chr: Hepnel, 
Cmcianati, @ How Touma General 
Finances Laberatery @ Tew ting Howe 
ecepeng te Pervenncl @ When Deter and 


*During the same period, 
advertising rates have in- 
creased only 20 per cent. 
No increase in advertising 
rates has been made since 


52) 


In 1927 the circulation of Hospital Man- 


agement increased 4.6 percent over that of 


1926; 
1927; 
1930, 


for the period of 52 percent in paid circu- 


lation!* 


No other publication in the field can 
show a comparable record over this period 
—no other publication can show an un- 
broken chain of increased circulation dur- 


ing the past five years. 


Is it any wonder that more and more 
advertisers are finding Hospital Manage- 


ment the one sure way to profits in the 


hospital field? 


HOSPITAL 
MANAGEMENT 


The Practical Journal of Administration 


537 S. Dearborn St. 
Chicago 


inerease in 
net paid 
eireulation during 
the past five years! 


in 1928 it increased 21.7 percent over 
in 1929, 12 percent over 1928; in 
6.6 percent over[1929 — a net gain 


Graybar Building 
New York 


PRIZE-WINNER 


Florence Dart 


tended 
desire.” 

“Advertising is a systematic, ethi- 
cal presentation of the desirable 
qualities of a product or a service, 
which leads to sales.” 

“Advertising: Any planned effort 
to influence groups or classes of peo- 
ple in favor of a commodity, institu- 
tion, service or idea.” 

“Advertising: A Giant at whose 
right and left stand Maker and Mar- 
ket; whose feet are on the rock of 
Sound Merchandising; about whose 
head is Truth.” 


“Advertising is the art of creating 
desire and the science of establish- 
ing good will.” 

“Advertising is the procedure of 
establishing acceptance by the pub- 
lic of a product or service, by means 
of the spoken and written word.” 


BALLYHOO' HAS 
RESTRICTIONS 


New York, Oct. 22—Ballyhoo, 
which recently announced it will ac- 
cept advertising, has added the pro- 
viso that six issues a year is the 
maximum for any one advertiser. 
Furthermore, no advertiser may run 
two consecutive months. This is 
their story and they are going to 
stick to it, Ballyhoo claims. 


The comment most often made 
about Ballyhoo is that the adver- 
tisers kidded in its pages must, at 
least in some cases, resent it. Not 
so, says the staff. Not a single com- 
plaint has been received on this 
score. 

On the contrary, no matter how 
severely the advertiser or his goods 
may be burlesqued, numerous re- 
quests for mention are received. 
Many advertisers appear to have en- 
joyed Ballyhoo’s treatment of their 
copy as thoroughly as the innocent 
by-stander, and have sent in orders 
for as many as 1,000 extra copies. 

The first paid advertising will ap- 
pear in the January issue. 


to create acceptance or 


Too Much Discourse 
in Space Selling 
Ross Anderson spoke at the fall 
meeting of the Interstate Advertis- 
ing Managers’ Association at West 
Chester, Pa., Oct. 17, asserting space 
salesmen have three outstanding 
faults: poor approach, too much 
talk and lack of knowledge of the 
advertiser’s problem. 
The association will hold its an- 
nual meeting in Philadelphia Jan. 9. 


B. B. D. O. Agency for 
National Biscuit Co. 
The National Biscuit Co., New 


York, has appointed Batten, Barton, 
Durstine & Osborn to conduct the 
advertising of all products except 
Shredded Wheat. 


This division will remain with the 


Frank Presbrey Company. 


HOLD SPIRITED 
DISTRICT MEET 
AT PROVIDENCE 


Providence, R. I., Oct. 22—The 
First District, Advertising Federa- 
tion of America, is holding a rousing 
convention here, with 400 attending. 
Gilbert T. Hodges, president of the 
A. F. A., decried hoarding and said 
advertising must pry buying power 
loose from its anchor. 

V. Edward Borges, president of 
the Century-Standard-Vincent Ed- 
wards Organization, and First Dis- 
trict Governor, offered the keynote 
speech, “Persevere with New Eng- 
land.” 

Billy B. Van, of the Pine Tree 
Products Co., Newport, N. H., cre- 
ated a sensation by calling the pessi- 
mists yellow. He insisted the coun- 
try wants to buy. 

Leonard Dreyfus, president of the 
United Advertising Corp., New 
York, told of the merits of outdoor 
advertising. 

Harry Reid, vice-president of the 
National Electric Light Association, 
said remote control won’t serve in 
utility advertising. 


Local Angie Needed 


“If public utility advertising is to 
be truly successful, it must be kept 
local,” asserted Mr. Reid. “It must 
always reflect the public’s needs and 
local sentiments. This indicates the 
necessity of conferring more author- 
ity on the local management.” 


Paul T. Cherington, New York 
distribution authority, said there is 
plenty of business and profit for the 
majority of efficiently managed com- 
panies. 

“Within the past month there 
have come to my attention over 60 
concerns which have shown a marked 
gain in both volume and profits and 
several of these bid fair to have the 
best year in their history. 


“The deflated consumer is cau- 
tious, exacting, unhurried, and in- 
telligently selfish. Extravagant 
claims of makers or vendors leave 
him stone cold, emotional frenzies 
do not interest him. This may be a 
temporary and abnormal state, but 
nothing is gained by ignoring it. 

“What he wants is a maximum of 
value-in-use for a minimum of his 
tightly held money. Sometimes he 
may again set greater store by su- 
perfluities and by elegancies but just 
now these elements of value are at 
a minimum.” 


Harry Einstein, publicity director 
of the Kane Furniture Stores, Bos- 
ton, deplored high-pressure selling 
in that field. 


“Furniture is bought only after 
months of planning,” he said. “But 
too many retail salesmen try to 
rush prospects into reaching deci- 
sions, when deliberation should be 
their sue.” 


IN NEWSPAPERS 


Schedule Daily except 
Sunday 4 Round Trips te 


on Sundays rtlaed. 
Phone Capital 1400 fer 
reservations. 


LIRWAYS 


PAN AMERICAN AIRWAYS CO 


Pan-American Airways has 
started a newspaper campaign 
in the East. 
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NATIONAL BISCUIT TELLS NEW STORY 


In a test campaign in Chicago, the National Biscuit Co., 
which once offered Graham Crackers as a relief from drudgery, 
now describes it as one of the chief ingredients of new delicacies. 


NEW ADVENTURE! 


THE DISCOVERY OF A PIRATE BAR 


Reynolds Uses Radio 


for Prince Albert 

The R. J. Reynolds Tobacco Co. 

will use the red network of the Na- 

tional Broadcasting Co., for a new 

+ Albert program to start Oct. 

Alice Joy, an Illinois girl, will be 
featured. 


Name Street & Finney 


The J. W. Wupperman Angostura 
Bitters Agency, has appointed Street 
& Finney, New York, to handle a 
newspaper campaign in principal 
cities. 


Advertising 
Agent Speaks 


“My clients advertise 
vigorously in the Fairchild 
Publications because I 
know how vigorously 
those publications are 
read.” 


His clients are textile and 
apparel firms. 


Fairchild Publications 
8 E. 13th St. New York, N. Y- 
418 S. Market St. Chicago, Ill. 


eS EO AO PEATE TTS 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis 
fied customers, it would remove doubt and get the 
Do not allow testimonial letters to lie idle 
in your files—give copies to your men and increase 
sales thru their use. Write for samples and prices 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


A ARTOONISTS 
ABILITY CAN BE 
JUDGED By THE 
FIRMS WHO USE 
HIS WORK 


FAIRGANKS- MORSE 
INT HARVESTER 


2O QUINCY ST CHICAGO 
HARRISON 320 


CONDEMN P.O. 
IN RESOLUTION 


Chicago, Oct. 22—Condemnation 
of the activities of postmasters seek- 
ing to stimulate the use of direct 
mail to reach the agricultural field 
was expressed by a_ resolution 
adopted by the Agricultural Pub- 
lishers’ Association during A. B. C. 
Week. 


Blanket mailings of unaddressed 
mail matter to R. F. D. routes are 
encouraged by the postoffice, it was 
said. 


The association re-elected four di- 
rectors: H. C. Klein, of The Farmer 
and Farm, Stock and Home, St. 
Paul; T. B. Harman, Pennsylvania 
Farmer, Pittsburgh; J. F. Young, 
Pacific and Northwest Farmer, 
Spokane; and W. C. Allen, Dakota 
Farmer, Aberdeen. 


Victor F. Hayden, secretary, re- 
ported a favorable reception of a 
bulletin issued Oct. 10, indicating 
that farm paper milline rates have 
shown a steady decrease. 


A study of 36 farm papers over 
the last ten years showed a steady 
gain in circulation, with line rates 
lagging slightly behind. Milline 
rates not only did not increase, but 
have pointed steadily downward 
since 1921. 


In 1921, the combined circulations 
were 7,189,905, with a line rate of 
$48.34. In 1930, the circulations of 
the same papers were 11,931,921 and 
the line rate was $66.01. The circu- 
lation ratio to the 1921 figure was 
166 per cent, and the line rate ratio, 
136.7 per cent. 


Russell T. Sanford 


Goes to Cuneo Press 


Russell T. Sanford has joined the 
Cuneo Press, Chicago, where he will 
be on the publication printing staff. 
Mr. Sanford has been with Class & 
Industrial Marketing, Chicago. 

Cuneo is working out a plan to 
print monthly publications in the 
Milwaukee plant. Mr. Sanford will 
offer expert typographical service to 
publishers. 

He is a recognized expert on ty- 
pography and layout and has ad- 
dressed a number of advertising 


Start Campaign 


for Blue Coal 
After 3 Years 


New York, Oct. 22—After spend- 
ing three years in test campaigns, 
the Delaware, Lackawanna & West- 
ern Coal Co., distributor of Glen 
Alden Coal Company anthracite, has 
inaugurated the largest campaign in 
the history of the anthracite indus- 
try on its trade-marked “Blue Coal.” 
Newspaper copy in anthracite 
burning sections will carry the names 
of dealers. The Blue Coal Radio 
Revue goes on the Eastern network 
of the Columbia Broadcasting Sys- 
tem every Sunday afternoon with 
prizes for the solution of mystery 
stories broadcast by stage stars. 
The capital prizes are Blue Coal. 
Mining scenes are used in the 
copy, the photographs being made in 
the company’s collieries. 

The company is also doing mis- 
sionary work with a special crew of 
men who develop orders and give the 
retailer any other assistance he re- 
quires. A direct mail campaign is 
also available to dealers. 

The Black Diamond gives this 
background for the campaign: 
“The Glen Alden Coal Company 
now operates 19 anthracite collieries 


STARTS NEW TERM 


ee 


George M. Burback 
Re-elected President of Ma- 
jor Market Newspapers, Inc. 


(Story on Page 2) 
in Pennsylvania. Six others were 
closed this year because their prod- 
uct no longer came up to the Glen 
Alden standards. 
“The company claims that because 
of the range of their workings, they 


can match in burning characteristics 
practically every type of anthracite 
mined in America.” 

The campaign is placed by the 
Husband & Thomas Company, P. M. 
Thomas being the account executive. 
Ruthrauff & Ryan are gradually tak- 
ing over the newspaper copy, it is 
understood. 


Artists Have Agency 
The American Group, commercial 
artists, has appointed Lupton, Reed 
& Co., New York agency, to handle 
its advertising. Deoch Fulton is 
account executive. 


Three Join Club 


The Advertising Club of Balti- 
more has admitted three new mem- 
bers. They are Howard A. Burman, 
pres., Borah Publications; Merritt 
G. Rasin, M. V. Smith & Son; and 
Homer W. Peabody, advertising and 
sales manager, Stewart & Co. 


Corliss in Cincinnati 


After 15 years as advertising 
manager of the S. A. Woods Ma- 
chine Co., Boston, George H. Corliss 
has become advertising and sales 
promotion manager of the J. A. Fay 
and Egan Co., woodworking machin- 
ery, Cincinnati. 
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MEDIUM FOR NATIONAL 
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every second urban home in Western 


zine in North America. 


tion of 80,000 in 
is alread 


clubs on these phases of advertising. 
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ALL CANADA 


ADVERTISERS IN CANADA—— 


The Western Home Monthly reaches practically 
Canada — 


100,000 families, 500,000 Western readers — the 
Greatest coverage in its field offered by any maga- 


The Western Home Monthly also offers a circula- 
Eastern Canada, much of which 
ly booked, the balance guaranteed by 


1, 1932. 
Dene NEW RATES = 
Effective Guarantee — 
1931 - - - - - 115,000 $1.00 
weed wger b mdb mag Fy 7 
April 1,1932 - - 145,000 $1.25 
October 1, 1932 - 180,000 1.50 


four-color 


Contracts to be on a split rate basis bearing the rate 
applicable to the periods in which space is used. 
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country. 
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When the Canada boom began, The Western 
Home Monthly was already on the ground. 
Founded in 1899, thirty-two years ago, this 
pioneer magazine has grown up with the 


Thirty-two years have seen many changes. 
The Western Home Monthly has kept’ pace. 
Published in the geographical centre of Canada 
at Winnipeg, this magazine reflects the wide 
interests of the Dominion as a whole. Its 
editorial policy is National. Its feature articles, 
its fiction, its departmental interests are nation- 
wide in their interest. And now its distribu- 
tion becomes National. 
180,000, the largest of any Canadian Maga- 
zine, will be guaranteed by October 1st, 1932. 


Consult your advertising agency 
or write the publishers direct 


HE WESTERN 


IME MONTHLY 


PUBLISHED AT WINNIPEG, CANADA 


EASTERN OFFICE: 415 TORONTO HARBOR COMMISSION BUILDING, TORONTO, CANADA 
WESTERN OFFICE: 713 HEARST BLDG., SAN FRANCISCO, CALIFORNIA 


«CANADA‘’S GREATEST MAGAZINE» 
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October 24, 1931 


BUTLER WARNS 
OF POSSIBILITY 
OF U.S. CONTROL 


(Continued from Page 1) 


vertisers will injure themselves and 
others in the long run. 


In discussing competitive adver- 
tising of a destructive character, 
Mr. Butler compared it with per- 
sonal selling. He pointed out that 
reputable sales managers send their 
men out with instructions to sell 
their own goods, and not to try 
to knock or tear down competitors’ 
If they do not give them these in- 
structions, they certainly do not ad- 
vise them to attack competitors’ 
goods, and assert that they are 
worthless or undesirable. 


"Conflicting Policies 


If this is true, Mr. Butler asked, 
is it entirely ethical for manufac- 
turers to advertise what their sales- 
men in person do not say to their 
customers? And is it not destructive 
of sales morale for the salesmen to 
pick up newspapers and magazines 
and find their companies advertising 
that competition is no good and com- 
petitive products are not worth buy- 
ing? 

Competitive advertising, Mr. But- 
ler pointed out, consists both of di- 
rect attacks on competition, with 
open and specific charges against it, 
and more subtle advertising, in 
which it is denied that the adver- 
tiser’s product contains undesirable 
qualities, which are thus imputed to 
competitive goods. 

The argument in favor of this 
kind of advertising, he continued, 
is that it sells the goods. It’s hard 
to argue against success. But it 
must be remembered that advertis- 
ing sells goods because it is believed, 
and that if many advertisers are 
telling violently conflicting stories, 
they may easily destroy public be- 
lief in the value of all their prod- 


WINNING INSURANCE COPY 


Children ofthe Lapse 


One of the pieces of copy which won the Conservation Cup at 
the convention of the Insurance Advertising Conference. Arthur 
A. Fisk is the Prudential advertising manager. 


Many a lapsed policy 
has deprived a child of 
its full-time schooling 


ucts, and undermine the entire mar- 
ket. That has happened. 

Writers in some advertising pub- 
lications have approved this kind of 
advertising, and have urged further 
development of purely competitive 
themes. The question of ethics is not 
arguable, so the subject should be 
considered from the single stand- 
point, Does it pay? 

He believes that the prolongation 


from various manufacturers. 


wait for them. 


battle for it. 


POPULAR BUILDING 


$4,000,000,000.00! 


Depression, or no depression, that amount, at least, will 
be spent for buildings in 1932. Building contractors and 
their dealers will buy the materials for these buildings 


A FEW ORDERS WILL GO 


to the manufacturers who 


A LARGER NUMBER WILL 


go to the ones who seek them. 


THE BULK OF THE BUSI- 


ness will go to those who 


—a magazine for contractors, dealers and small archi- 
tects—is a straight line to this market. 


203 N. WABASH AVENUE, CHICAGO 


AND CONTRACTING 


of this type of advertising may re- 
sult in public disgust with advertis- 
ing as a business tool, and in dis- 
belief in the fairness and truth of 
advertising. 

Furthermore, constant attacks on 
honest competitors may lead to ap- 
peals to Congress for protection, and 
to the enactment of laws which 
would force this great tool of busi- 
ness under bureaucratic control. De- 
structive advertising lends color to 
the claims that advertising should 
be brought under governmental reg- 
ulation to eliminate unfair competi- 
tion. 

Advertising is a tool owned by 
all business. Its misuse by any one 
practitioner hurts all others, and so 
Mr. Butler believes advertising men 
| owe it to advertising and to bus- 
iness to eliminate its abuses. No 
one has the right to dull the edge 
| of the advertising tool for his own 
| selfish advantage he said as a final 
| warning. 


K-Venience Account 


to Ollendorf Agency 

Knape & Vogts Co., Grand Rapids, 
Mich., K-Venience clothes hangers 
and shoe racks, has appointed the C. 
J. Ollendorf Co., Chicago, to direct 
its advertising. Women’s publica- 
tions and trade papers will be used. 
Rite-Way Products Co., Saranac, 
Mich., has also placed its advertis- 
ing with the Ollendorf Co. Poultry 
ee publications will be 
used. 
Harry L. Bird, formerly with the 
Millis Advertising Co., Indianapolis, 
has joined the agency as copywriter 
and contact man. 


Majority of Farmers 


Insecticide Buyers 

Of 200 dealers in 13 Midwestern 
states queried as to whether farmers 
buy insecticides, 89 responded, all in 
the affirmative, according to Cap- 
per’s Farmer. 
Of 268 women replying to a ques- 
tionnaire, 192 said they bought in- 
secticides regularly. Four brands 
were credited with 73 per cent of 
the sales. 


Golf Paper Appoints 
Northwest Golfer & Country Club, 
Seattle, has appointed Herman Son- 
neborn, New York, Eastern repre- 
sentative and Martin & Plume, Chi- 
cago, Western representative. 


Place Noodle Copy 
Fred A. Robbins, Inc., Chicago, 
has been appointed agency for the 
I. J. Grass Noodle Co., Chicago, R. 


Poor Richard 
Waxes Lavish 
for Birthday 


Philadelphia, Pa., Oct. 22.—The 
Poor Richard Club will hold its 
annual dinner, commemorating the 
birth of Ben Franklin, Friday, Jan. 
15, the exact date, however, falling 
on Sunday, the 17th. 

About $50,000 will be spent for 
decorations, souvenirs, prizes, “play- 
er” entertainment and professional 
acts to stress advertising as a busi- 
ness force. There will be a suitcase 
filled with souvenirs for each guest, 


each containing $25 worth of 
samples of nationally advertised 
merchandise. 


The decorations will embrace an 
art gallery exhibition, showing the 
work of leading artists. An adver- 
tising burlesque, “From Factory to 
Consumer,” by Charles K. Kamsler, 
president of “The Players,” assisted 
by Sylvan D. Hofheimer and Thomas 
J. Young, of the Daily News, will 
be presented. “Blinker” signs will 
be a feature. And there will be a 
“theme” song, the title chosen being 
“Advertising Advertising.” 

Howard C. Story, Story, Brooks & 
Finley, Inc., is director-general, with 
Rowe Stewart, Stewart-Jordan Co., 
vice-president, and Harry C. Jordan, 
maker of theatrical stars during his 
long connection with Keith’s The- 
atre, in charge of entertainment. 
Other members of the committee 
are: Howard F. Kairer, Charles 
Blum Advertising Agency and James 
J. Stinson, Gatchel & Manning, in 
charge of major prizes; Al Johnson, 
Corn Products Co., and Harry Ap- 
pleton, Murta, Appleton & Co., 
souvenirs; Jack Lutz, W. B. Saun- 
ders Co., program and publicity; 
John Fogelsanger, budget; Clarence 
W. Cranmer, secretary of the com- 
mittee, and President Leonard 
Ormerod, Bell Telephone Company 
of Pennsylvania. 


Paul Ressinger Is 
Employed by Munising 
Paul Ressinger, typographical de- 
signer, Chicago, is working out a 
series of letterheads and office forms 
for the Munising (Mich.) Paper Co., 
Caslon Bond. The results will ap- 
pear in the 1932 portfolio of busi- 
ness printing. 
C. W. Hollandale, formerly with 
the Ellis T. Cash Co., Chicago, has 
become production manager of Mu- 
nising’s advertising department at 
Chicago. 


Agency for Deodorant 


Winson & Horn, Chicago, have 
appointed M. Glen Miller, Chicago, 
advertising counsel for Non-Scents, 
a deodorant. A test campaign will 
be staged in Illinois, with drug job- 
bers in the key role. 


“Outspan” Accepts Color 


Outspan, the only national weekly 
published in English in South 
Africa, has announced through S. 
S. Koppe & Co., New York, that ad- 
vertising for center spreads will 


COLOR GROWING 
IN NEWSPAPERS 


St. Louis, Mo., Oct. 22—Figures 
on color available in newspapers 
were brought up to the minute by J. 
J. E. Hessey, of Gravure Service 
Corp., New York, in an address be- 
fore the Advertising Club of St. 
Louis. 

“Tinting or color printing which 
calls attention to the advertisement 
and provides an element of decora- 
tion is now available in 201 dailies,” 
he said. 

“Fine color gravure reproduction 
by color gravure process can be ob- 
tained from 94 newspapers, while 17 
others offer reproduction color by 
offset. This tabulation does not in- 
clude special sections, tabloid and 
otherwise, which would increase the 
number somewhat. 

“Papers offering color gravure are 
of the type which adopted and estab- 
lished gravure. In all but three 
cases, they are Sunday papers. 

“The 111 newspapers offering re- 
production color reach a circulation 
of 17,500,000. Those in which color 
gravure can be obtained have a cir- 
culation of 12,500,000, almost en- 
tirely non-duplicating.” 

Mr. Hessey said 48 newspapers 
have adopted a standard depth of 
287 lines for rotogravure sections, as 
compared with 42 six weeks ago. 
Recent additions to the list are the 
Peoria Journal-Transcript, Fort 
Wayne News-Sentinel, Wichita 
Eagle, Detroit Times, New York 
Post and Providence Journal. One 
has discontinued. 

There are 70 papers with roto- 
gravure sections, exclusive of the 
foreign language field and tabloids. 
Only six, however, publish color 
rotogravure pages every week. 


Walker-Racliff in 


Expansion Program 
_ Expansion in the publication field 
is planned by the Walker-Racliff 
Co., New Haven, Conn., following 
appointment of Robert J. Lancraft 
to assume editorial management and 
promotion of new publications. He 
will also have charge of a new ad- 
vertising plan department to help 
advertisers. Mr. Lancraft was for- 
merly in charge of advertising for 
Barron G. Collier, Inc., New York. 


Elmer H. Vallar 


Will Liquidate 
Elmer H. Vallar, Inc., New York 
agency, will liquidate. President 


Vallar said accounts receivable are 
$5,000, in addition to other assets 
which he hopes will enable the com- 
pany to pay in full. 

Correspondence should be  ad- 
dressed to Samuel R. Weltz, 1440 
Broadway. 


Gauff Joins Thomas 
George K. Gauff, formerly busi- 
ness manager of Architectural 
Forum, has joined the Rupert 
Thomas agency, New York, as vice- 


hereafter be accepted in two colors. 


president. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORA BOOKSHOPS, Inc. 


Graybar Building 
490 Lexington Avenue 


“everybody reads the 


E. Jackson being the contact man. 
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WRIGLEY'S NEW 


RADIO PROGRAM 
STARTS NOV. 2 


Chicago, Oct. 22—Not only will 
Myrt ’n’ Marge, the Wrigley radio 
feature to begin Nov. 2, compete 
with Amos ’n’ Andy for the public’s 
ear at 7 p. m., E. S. T., but their 
sponsors will put to the test two 
widely divergent opinions of radio 
advertising. 

The Pepsodent Company believes 
its radio advertising can stand alone 
as an advertising program. Its mag- 
azine advertising and the newspaper 
copy is looked upon as “just _s so 
much more circulation.” 

Wrigley believes radio is an ac- 
cessory medium, a proper use of 
which adds potency to publication 
advertising. With the advent of the 
radio offering, costing $1,500,000 a 
year, the company’s present mag- 
azine and newspaper schedules, the 
largest in its history, will be con- 
tinued without change. Said Frances 
Hooper, head of the agency in 
charge of magazine and radio ad- 
vertising: 

“All that we expect of the radio 
advertising is that it build good 
will. We’ll do the selling in publica- 
tion advertising.” 


Use Publication Themes 


Governed by this philosophy, the 
Wrigley program will open with the 
bare statement, “Wrigley presents 
Myrt and Marge.” At the conclu- 
sion of the 15-minute program, the 
announcer will make a brief scien- 
tific statement, using in turn the 
four themes used as the basis for 
current magazine and newspaper 
copy. 

The plot of the Wrigley program 
is the life and adventures of two 
revue principals, the locale being 
the backstage of Hayfield’s Pleas- 
ures. It is said to be the first time 
theatrical life has furnished mate- 
rial for a radio program. 

Myrt is an experienced trouper 
who forms a deep attachment for 
Marge, a talented newcomer who 
steps into a principal’s role without 
preliminary training. The latter’s 
naivete is invaluable for continuity 
purposes. 

Since the girls are in a line where 
pulchritude is bread and butter it is 
not unlikely that “Wrigley’s for 
beauty,” emphasized by Miss Hoop- 
er’s magazine copy, will receive pre- 
ferred attention. 


E. E. Shumaker Leaves 
Phonograph Industry 


Edward E. Shumaker has resigned 
as president of the RCA-Victor Co., 
Camden, N. J., effective Jan. 1, 1932. 

He has been connected with the 
company 28 years, starting as an 
office boy at $8 a week. He plans to 
travel. 


Must Have License 
to Give Coupons 


Merchants who give coupons with 
purchases and have an established 
place of business where the coupons 
are redeemed, must pay $250 for 
each store where stamps are used, 
pe © eed General of Florida has 
ruled. 


Returns to Rankin 


The Stetson Shoe Co., South Wey- 
mouth, Mass., has appointed the 
William H. Rankin Co., New York, 
to handle its advertising. The Ran- 
kin agency formerly handled this 
account. 


Kopperl Dies at 73 


Joseph Kopperl, vice-president of 
the Consolidated Lithographing 
Corp., New York, until his retire- 
ment in 1930, died at 73. He was 
a pioneer in the development of 
lithography. 


Munro Leaves “Tide” 


David Alan Munro, associate 
editor of Tide, has gone to Europe. 
He is succeeded by Charles Warner, 
formerly with Standard Statistics 
Co., New York. 


MY RT ’N’ MARGE, THE WRIGLEY GIRLS 


| 


Poster Expert Adds 
Important Sidelines 


R. H. Inman, president of the In- 
man Poster Advertising Co., Morris- 
town, Tenn., has been selected secre- 
tary of the Chamber of Commerce. 
He was also secretary of the Credit 
Service Bureau, which will be united 
with the other body. 

Mr. Inman also is secretary-treas- 
poe of the Morristown Advertising 

ub. 


Scott New President 
of Illinois Press 


Gerry D. Scott, Wyoming, was 
elected president of the Illinois Press 
Association at Urbana Oct. 17. 

. L. Williamson, of National 
Printer-Journalist, was 
secretary. 


re-elected 


New Gas Appeal 


“Widen the market for Alabama 
coal by using gas,” is the burden of 
a new newspaper campaign by the 
Birmingham Gas Co., whose chief 
competition is coal. 


To Sell Advertising 


A. De Bernardi, former dramatic 
critic of the Denver Post, has joined 
the advertising staff of the Rocky 
Mountain News. 


Greenberg to Carter 


The Carter Advertising Agency, 
New York, has been appointed to 
handle the account of Max Green- 
berg, Inc., Blackshire Dresses. 


Boost National Rate 


Effective Jan. 1, 1932, the na- 
tional advertising rate of the Napa 
(Cal.) Register will be increased to 
3 cents flat. 


With Outdoor Agency 


Donald M. Norman, late of the 
Chicago Tribune, has joined the Chi- 
cago office of the Outdoor Advertis- 
ing Agency of America. 


Agency Moves to N. J. 


The Mercready-Phelps Co., New 
York, has moved to the Babcock 
Building, Plainfield, N. J., where it 
will specialize in direct mail and in- 
dustrial advertising. 


RELIGIOUS PAPER’S NEW PLANT 


The importance of the religious field was emphasized 
again when the Evangelical Synod of North America, pub- 
lisher of the Evangelical Herald and other papers, ocupied 


its new St. Louis plant. 


UNIQUE LAYOUT 
MARKS DEBUT OF 
NEW ADVERTISER 


Detroit, Mich., Oct. 22.— With 
“Sealed Power” as its key phrase, 
the Piston Ring Company, Muske- 
gon, Mich., instituted a three-year 
program of advertising with a full 
nage. one-column carry-over display 
in the Saturday Evening Post of 
October 17. 

Though the Piston Ring Company 
is the largest manufacturer of pis- 
ton rings in the United States this 
is its first national advertising. 
Grace & Holliday, of Detroit and 
their associates, John Wierengo & 
Staff, of Grand Rapids, are execut- 
ing the program. 

In the initial advertisement, under 
the heading “The World Rides on 
Sealed Power,” a foundation for the 
campaign is created with the expla- 
nation that all compression power is 
“Sealed Power” and that piston 
rings are the guardians—the vital 
factors in maintaining compression. 


Role of Piston Rings 


The advertisements to follow will 
point out the part that compression 
power machinery plays in all 
branches of modern industry. In 
each case this story will be built 
around piston rings, identified as a 
vital factor to the world of power. 
Thirteen inserts a year in the 
Post, one every fourth week, for 
three years, is the program an- 
nounced. Each will follow the first 
in pattern by devoting a full page in 
color to “institution” and a column 
in black on the opposite page to the 
product. This layout has attracted 
much attention. 

“We feel that the good will of 
both manufacturer and jobber is 
necessary and complementary to our 
well-being and have been careful to 
see that our message reflects this 
thought,” says the portfolio. 

“It is conceived with the convic- 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


HELP WANTED 


Radio, Building Material, Hardware 
Twelve years experience in the 
above fields as advertising manager 
for a retailer and a manufacturer. 
Also copy and contact man for pub- 
lisher. A practical man who ean 
cooperate with the sales department 
to get the most out of the advertis- 
ing dollar. Age 36. Willing to locate 
anywhere. Box 109, ADVERTISING 
AGE, Graybar Building, New York. 


tion that our advertising should 
advance both the interest and knowl- 
edge of the reader. Coincidental 
with this thought is the necessity to 
contribute to the industry of which 
we are a part; for as our respective 
trade outlets prosper, whether manu- 
facturer, dealer or mechanical repair 
man, so is our success assured.” 


Chicago Agency 
Publishes Organ 


Henri, Hurst & McDonald, Chi- 
cago, have begun publication of 
“Business News and Views,” a house 
paper in tabloid form. 

No regular date for its appear- 
ance has been 


“Judge” Advances Hays 

M. E. Hays, for three years with 
the Detroit office of Judge, New 
York, has been appointed Chicago 
manager, succeding David N. 
resigned. 


Frohman Appointed 


Press Products, Inc., New Y 
household specialties, has appoin 
the Louis H. Frehman Co., New 
York agency, to handle its advertis- 


ing. 


WHO HAS BEEN 


IN NEW YORK CITY 


FRANK F. SOULE 


WESTERN ADVERTISING DIRECTOR 
OF THE CONDE NAST PUBLICATIONS 


HAS BEEN APPOINTED 


BUSINESS MANAGER - 


WITH HEADQUARTERS 


F. L. WURZBURG 
MANAGING DIRECTOR 
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PHOTOGRAPHIC REVIEW OF THE WEEK@ 


PREPARING RADIO PROGRAM 


Life has been complicated for agencies by the advent of radio. Roy 

Shields, NBC musical director, and Louise Gilbert, program director of 

_ the Dyer-Enzinger Co., New York, are shown selecting arrangements 

for the program of the Minneapolis-Honeywell Regulator Co. from 
Miss Gilbert’s library. 


OFFICES OF WELL KNOWN ADVERTISING MEN—XII 
The striking office of A. Pettingell, vice-president of the Blaker Advertising Agency, 
New York, was designed by Vahan Hagopian, prominent architect, for beauty and efficiency. 


= 
¥ 


TALENTED SINGER 


—_> 


DISTRICT LEADER E Kirtland 
Erle M. Racey, elected Gov- npotanataebaees 
erncr of the Tenth District, Po Rioteet, te vite, of a. 
: a.?. 4. im week. Hote eth Sl FE ee ee SS. 
a5 ° Chicago agency, provided music at 
-; the Tracey-Locke-Dawson Co., the meeting of the Women’s Adver- 


Dallas agency. tising Club of Chicago this week. 


WHEN HYDE ADDRESSED NEW YORK CLUB 


Arthur M. Hyde, Secretary of Agriculture, posed with New York advertising leaders following 
his address to the Advertising Club of New York. 

First row, left to right: Henry Hoyns, chairman of board, Harper and Bros.; Major General 
James G. Harbord, National Republican Club; Charles E. Murphy, Advertising Club of New York; 
Hon. Arthur M. Hyde; H. B. LeQuatte, Churchill-Hall, Inc.; Charles C. Green, Charles C. Green Ad- 
vertising Agency; C. King Woodbridge, Remington Rand, Inc. 

. s Other ry poses were P corn § H. a. id soma B. rote yon tangs 4 of 7, yo of 

ew Jersey; Fred L. Porter, Orange League Federation, Inc.; John J. Dillon, Rural New Yorker; 

COCA-COLA TAKES LOOK AHEAD oe D. Setapen, | hee ra age Maine A Bridge, tag Rb deena agg A ——- vane Fhe 
1 : . e 

The Coca-Cola Co. and the Coca-Cola Bottling Co., of Los tile Znstitute, inc.; Frederic W. Chamber ain, Warren eatherbone ©0.; Barry Drown, New sof. 

Angeles united in the display of 216 24-sheet posters featuring Evening Post; H. C. Albee, Wisner Mfg. Co.; H. L. Cosline, American Agriculturist; Philip Zach, 


= NPM 


. . Capper Publications; Fred H. Sexauer, Dairymen’s League Cooperative Association, Inc.; D. J. Car- 
e advance sale of tickets for the Olympic Games. ter, Dairymen’s League News. - e . 
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